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OVERVIEW 


IN RECENT YEARS, THE PROCESS OF NEW PRODUCT DEVELOPMENT HAS INCREASINGLY GAINED ATTEN- 
TION. WITH GENERALLY SHORTER PRODUCT LIFE CYCLES DUE TO HEIGHTENED COMPETITION IN THE 
MARKE;PLACE AND THE RAPIDITY WITH WHICH NEW TECHNOLOGY CAN BE CONVERTED TO NEW PRODUCTS, 
CORPURATE MANAGERS ARE PAYING MORE ATTENTION TO THE PROCESS OF DEVELOPING NEW PRODUCTS. 

FOR MANY FIRMS, LONG RUN SURVIVAL WILL BE DEPENDENT ON HOW THEY ARE ABLE TO MEET THE NEEDS 
OF CONSUMERS BY PROVIDING THE PRODUCTS THEY DEMAND, 

AT THE SAME TIME, ACADEMIC INTEREST IN THE NEW PRODUCT DEVELOPMENT PROCESS 4AS_ IN- 
CREASED. AN ABUNDANCE OF ARTICLES AND BOOKS HAVE BEEN PRODUCED OVER THE LAST DECADF. YET, 
DOCUMENTATION OF THE LITERATURE IN THIS AREA HAS BEEN RELATIVELY MEAGER. THIS IS PROBABLY 
DUE TO THE ECLECTIC NATURE OF THE SUBJECT. RELEVANT LITERATURE RANGES FROM ARTICLES DIS- 
CUSSING THE PSYCHOLOGY OF THE INDEPENDENT INVENTOR TO PAPERS CONCERNED WITH THE LATEST 
QUANTITATIVE MODEL BUILDING EFFORTS OF ENGINEERS AND ECONOMISTS. 

THIS BIBLIOGRAPHY HAS A TWO-FOLD PURPOSE, FIRST, IT IS DESIGNED) TO PROVIDE THE USER 
WITH A FRAMEWORK TO AID HIS/HER UNDERSTANDING OF BOTH THE FUNDAMENTAL DIRECTION OF THE 
LITERATURE IN THE AREA AND THE POSITION OF ANY GIVEN ARTICLE/BOOK DISCUSSED HEREIN. WITH 
SULH A DIVERSITY OF LITERATURE, WE FELT IT WAS IMPORTANT TO CATEGORIZE THE LITERATURE SO 
THE USER COULD MORE EASILY IDENTIFY THE RELEVANCE OF ANY GIVEN ARTICLE/300K TO THE BODY 
OF LITERATURE AS A WHOLE. 

SECOND, THE BIBLIOGRAPHY IS DESIGNED TO PRESENT A REPRESENTATIVE SAMPLE OF WRITINGS 
ON THE SUBJECT. THE PROBLEM OF SELECTION FROM THE EXTENSIVE BODY OF NEW PRODUCT LITERA- 
TURE WAS A MAJOR ONE. AS NOTED ABOVE, THE LITERATURE COVERS A BROAD FIELD AND A COMPRE- 
HENSIVE ANNOTATED RIBLIOGRAPHY WOULD BE A SUBSTANTIAL TASK, IN ADDITION, IT WOULD BE 
REPETITIVE SINCE THERE ARE SEVERAL BIBLIOGRAPHIES RELATING TO VARIOUS STAGES OF THE INNO- 
VATION PROCESS. 

IN ANNOTATING THE LITERATURE, WE ATTEMPTED TO PROVIDE BOTH DESCRIPTIVE AND EVALUATIVE 
ANNOTATIONS. EVALUATIVE ANNOTATIONS ARE RESTRICTED TO THOSE WRITINGS DIRECTLY RELATED TO 
OUR OWN AREAS OR RESEARCH INTEREST WITHIN THE NEW PRODUCT FIELD. THE REMAINING ANNOTATIONS 
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SECTION 7 
NEY PRODUCT STRATESTES 


A CLEARLY DEFINED STRATEGY FOR NEW PROLAICT DEVELOPMENT IS A NECESSARY INGREDIENT 
MAXIMIZING THE NUMBER OF SUCCESSFUL NEW PRODUCT INTRODUCTIONS. [HE IMPORTANCE 
LISHING A STRATEGY BECOMES EVIDENT SINCE RECENT RESEARCH HAS INDICATED THAT 
COMMONPLACE FOR CORPORATIONS TO REALIZE Sf) oR MORE OF S/ ND PROFII 
THAT HAVE BEEN DEVELOPED WITHIN THE LAST 5 VEARS; (2) IT IS ESTIMATED THAT 
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OF VIARKETING, Vor. 5° No. | Clanuary, 1975) ep, If 


MANY NEW PRODUCT MODELS HAVE BEEN DESIGNED IN RECENT YEARS, 
UNLY A FEW HAVE REALIZED THE ULTIMATE GOAL OF MANAGERIAL ACCEI 
TANCE AND APPLICATION, [HIS ARTICLE DESCRIBES HOW ONE COMPAN 
SUCCESSFULLY DESIGNED AND IMPLEMENTED A NEW PRODUCT MODEL. 


BAILEY, LEo C. ‘Apvantaces oF Divers'eication,” BATTELLE TECHNICAL REViEW, ‘SEPTEMBER, 
1956), ep, 38-43, 


DIVERSIFICATION OF PRODUCT LINE AS A WAY OF CORPORATE LIFE 
IS SEEN AS A LONG-TERM TREND. |THE AUTHOR PRESENTS THE CASE FOR 
DIVERSIFICATION BY DISCUSSING HOW IT CONTRIBUTES TO BOTH STABIL- 
ITY IN CORPORATE PERFORMANCE AND A MORE EFFICIENT USE OF RESOURCES, 
PLANNING FOR AND METHODS OF DIVERSIFICATION ARE ALSO DISCUSSFD, 


” 


, 
" ) 
, 
‘ 4 
raary . " ’ of 
i ' ‘ tT 
'* 
i* s 
,y L,/ 4 ‘ [ p 
| 4 iit ’ 
“4 
: 7) ’ 
if j 
1Q7i)) 
J ‘ ; 


"0sr~ne > 4, |. 
f- WTH THROLK is DR Ly T re JF I wo ENT Aq ii 7 } ; At 


" ¢ r ww L. ' ! b T i} | 
ii y( ne iif i i | Cl st e HRY Wah at } e, ' 
" ae rv t 7 nA TE TAY 
jFw PR Lo ARE DEFINE ‘ f \ WWE } 
. , ¥ , 7 > A T f 
RE GATHER I) COM ‘ t tt 
T Ae / f T | 
M Witt i | } 
, : ’ ai. 
i ’ 2 ; ri" srt Ma Ae Cl 
MAN, FGIC PLANNING it ‘ a OMPAN 
, +4? , " {T NI | 
i UNI bt 
| « r rf 7 * Ae rary vy Ait TA ni 
THE CHANGE FROM BEING AN ESSENTIA ‘ : 
‘ . + ‘ iu , mere r . at MAA ARTY 4 7 id 
RPARATION RESULTS IN DIFFERENT, ANI i MANY RESPt \ 


e 
NIFFICULT, PROBLEMS OF STRATEGIC P ANNING. THIS ARTI 


CUSSES THE NATURE OF AND THE REASONS FOR THES! FFERENC! 


AND) MAKES SUGGESTIONS FOR DEALING WITH SOME OF THE PLANNIN 
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IHE MARKETING CONCEPT CALLS FOR THE FIR? 
EFFORTS TOWARD CONSUMER SATISFACTION, ACCOMPLISH THI 


GOAL, THE AUTHORS NCTE THAT TWO DIFFERENT MANAGEMENT VIEW 


POINTS CAN BE TAKEN--ONE EMPHASIZES RESEARCH AND DEVELOPME! 
WHILE THE OTHER EMPHASIZES MARKET REQUIREMENTS, 


Cook, FREeDeERIC W. “VENTURE ManaGeMeNT ORGANIZATIONS--AN OveRViOW,” I 
AND RELEVANCE IN [iARKETING, FreD C. AuLWine, ED. (CHicaso: American 
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Tion, Decemper 1971), pp, 129-151, 


VENTURE MANAGEMENT IS A MANAGEMENT TECHNIQUE FOR BUILDIN 
AND LAUNCHING NEW BUSINESSES~-BUSINESSES THAT ARE DISSIMILAR 
FROM OR NOT DIRECT EXTENSIONS OF ITS EXISTING OPERATION, [JUR 
ING THE LAST FEW YEARS, A LARGE NUMBER OF MAJOR U.S, CORPORA 
TIONS HAVE ADOPTED THE VENTURE MANAGEMENT ORGAN: ZATION, |} 
NATURE OF THE VENTURE MANAGEMENT APPROACH IS REVIEWED, 
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HOW RESEARCH IN THIS AREA MIGHT BE CONDUCTED IN THE FUTURE ARE 
PRESENTED, 
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ANAGEMENT 


THE AUTHOR DISCUSSES HOW SOPHISTICATED COMPANIES ARE IN 
CREASING THE ODDS OF SUCCESSFUL NEW PRODUCT INTRODUCTION BY 
COORDINATING TECHNICAL AND MARKETING FACTORS AT EVERY STAGE 
OF PRODUCT EVOLUTION. THE STAGES PRESENTED INCLUDE: IDE! 
GENERATION, PRELIMINARY SCREENING, BUSINESS ANALYSIS, PRODUCT 
DEVELOPMENT AND TESTING AND COMMERICALIZATION,* 


Guuck, Freperick W. AND Ricwarp fl. Poster. “Manacine TecHnococicaL Caan 


Cigars FOR BRAD,” HARVARD Business Review, Vor. 55 (Seprempcrt ctorer 19/5), pp, 


THE AUTHORS ANALYZE THE IMPACT AND ROLE TOP MANAGEMENT 
SHOULD HAVE ON TECHNOLOGICAL CHANGE, 


Jounson, fMicHacy L. “Expanpine Propuct Lines: A inwins Srratecy,” INpusTRy MEEK, 


(Fepruary 4, 1974), pe, 38-2, 


To FACILITATE EXPANSION OF PRODUCT LINES, HIGHLY ORGANIZED 
GROUPS NEED TO BE DEVELOPED FOR THE PURPOSES OF CONTINUDUS PLaw 
NING OF NEW PRODUCTS. ALL INVOLVED NEED TO BE AWARE OF INDIV! 


A Mk OF 


DUAL PRODUCT PROFILES. [MARKET IDENTIFICATION, PRODUCT OBJECTIVES, 


DISTRIBUTION CHANNELS, AND INTRODUCTION DATE Are KEY ELEMENTS, 


Jouson, fwrevin A, “Tew Propuct PLANNING IN AN Ase oF FuTuRE CONSC LOUSNES 
Manacement Review, Vor. 16 No. 1 (Fate, 1972), pe. 25-55, 


THE ARTICLE BRIEFLY DISCUSSES SEVERAL NEW METHODOLOGIES 
THAT CAN BE USED TO SUPPLEMENT THE TRADITIONAL FOUR STEP 
PROCESS (SEARCHING, SCREENING, TECHNICAL AND MARKET ANALYSIS, 
MARKET TESTING) USED TO MAKE NEW PRODUCT DECISIONS, [HESI 
INCLUDE: (1) VENTURE MANAGEMENT APPROACH, (2) DELPHI TECH 
NIQUE, (5) SCENARIO WRITING, (4) GROWTH CURVE ANALYSIS, AND 
(5) PROFITABILITY MODELING. THE EMPHASIS 1S ON HOW A FIRM 
CAN INSTITUTE PROCEDURES THAT CAN RE USED TO CREATE NEW 
PRODU OPPORTUNITIES TO MEET NEW MARKET REQUIREMENTS, 
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ment Review, Guever, 1970), 


THE AUTHORS PRESENT A MOL by N BE USED TO AID IN 


MAKING PRODUCT ADDITION/DELE ! i 
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ACTUAL EXPERIENCE WITH SALES AND PROMOTION, 


DUCT VENTURE DUSINESS Hla LZONS UST Mo), 
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Pessemier, Epsar A, (“ilew 


HE AUTHOR DISCUSSES THE FACTORS INVOLVED IN NEW Pf ‘ 
DEVELOPMENT, ILLUSTRATES HIS IDEAS WITH CASE HISTORIES AN 
FORTH GUIDELINES FOR ANALYSIS. HE TOUCHES UPON THE NATURI 
INVENTION AND INNOVATION IN RELATION TO VARIOU PECT ; 


NUMICS, ACCOUNTING, STATISTICAL DECISION THEORY AN 
BEHAVIOR, 
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ScHoo., umn Burpetin, Vor. 34 fo, 3 (1966), pp, 27-39, 


TECHNOLOGICAL CHANGE IS HAVING ¢N INCREASINGLY PERVASIV! 
IMPACT ON OUR SOCIAL, ECONOMIC, AND POLITICAL INSTITUTIONS, /Hf 
AUTHOR EXAMINES The IMPORTANCE OF CONTROLLING TECHNOLOGICH: 
CHANGE FOR THE LONG-TERM BENEFIT OF SOCIETY, 


Twept, Dik Warren. “How TO PLAN New Propucts, Improve OLp Owes, anp Ceeate Pevrer Apver 


TISING,” JOURNAL OF MARKETING, (JANUARY, 1999), pp, 5%-57, 


’ vT — = = - ~ - _ : ~- 
4 | HREE-STEP METHOD IS PRESENTED FOR PLANNING New PRODUCTS 


PLANNING PRODUCT IMPROVEMENT, AND FOR EVALUATING RELATIVE 
STRENGTH OF COPY CLAIMS. TEP ONE INVOLVES SYSTEMATIC CREATIVE 
=XPLORATION OF ALL CONCEIVABLE PRODUCT VARIATIONS: STEP TWO AS- 


SIGNS DIFFERENTIATION RATINGS AND STEP THREE EVALUATES THREE 
PRIMARY FACTORS OF PRODUCT “ATTRIBUTES.” 
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THE ARTICLE CONTAINS VARIOUS METHODS OF HANDLING NEW 
PRODUCT DEVELOPMENT ON THE CORPORATE LEVEL. [HE AUTHOR URGES 
THE SELECTION OF A NEW-PRODUCT PROJECT MANAGER WHO WANTS TO BE 
AN ENTREPRENEUR, [lew PRODUCT DEPARTMENTS ARE SEEN AS A SOLUTION 
TO THE FAILINGS OF THE NEW PRODUCT COMMITTEE AND NEW PRODUCT 


MANAGER APPROACHES, 


ZaReECOR, WILLIAM D. “HIGH-TECHNOLOGY PRODUCT PLANNING,” HARVARD BusINess Review, (JANUARY- 


Fepruary, 1975), pr, 198-115, 


THE AUTHOR DISCUSSES THE NEED FOR THE HIGH TECHNOLOGY 
COMPANY TO DEVELOP AN ORDERLY PROGRAM OF NEW PRODUCT IDEA 
GFNERATION IF IT IS TO SURVIVE IN THE LONG TERM, [THE IM- 
PORTANCE AND NATURE OF EFFECTIVE MARKET ANALYSIS ARE OVER- 


VIEWED, 


TAUBER, EpwarD f, “Discoverine New Propuct OpporTunities WitH PRopLeM INVENTORY ANALYS 


JourNAL oF MARKETING, (January, 1975), pp.67-79, 


\ TECHNIQUE FOR DISCOVERING NEW PRODUCTS RY ASKING 
CONSUMERS FOR SOLUTIONS TO CURRENT PROBLEMS 1S PRESENTED 
AN APPLICATION ILLUSTRATES ITS USE, RESULTS AND LIMITATIONS, 


VESPER, KARL H. AND iHoMAS G, HOLMDAHL. “Hoy VENTURE MANAGEMENT FARES IN INNOVATIVE 
COMPANIES,” RESEARCH ManacemEeNT, Vor. XVI (May, 1973), pr. 350-42. 


PRODUCT AWARD WINNING COMPANIES, WITH DEMONSTRATED ABILITY TO 
INNOVATE, UTILIZE THE VENTURE MANAGEMENT APPROACH MORE THAN OTHER 
LARGE FIRMS IN GENERAL. [HE AUTHORS DISCUSS THE EXTENT TO WHICH 
THE VENTURE MANAGEMENT APPROACH HAS BEEN SUCCESSFULLY APPLIED IN 
INNOVATIVE COMPANIES, 


“ 
IS, 


VonHippte, Eric A. “Has A CusToMER ALREADY DeveLorpep Your Heer Propuct.” Sloan MANAGEMENT 
Review, Vor. 18 flo. 2 (Winter, 1977), pp. 65-74, 


THE AUTHOR DISCUSSES THE ADVANTAGES OF GATHERING IDEAS FOR 
NEW PRODUCTS OR REFORMULATION OF EXISTING PRODUCTS FROM THE FIRMS 
EXISTING CUSTOMERS. A METHODOLOGY FOR GATHERING INFORMATION FROM 
USERS IS PROVIDED, 


Wiueon, Davip L. AND GARY R, GerMILL. "THE VENTURE MANAGER AS A CORPORATI 
FORNIA MANAGEMENT Review, Vor. XVI (ait, 1973), pp. "ON, 


VENTURE MANAGEMENT IS A RESULT OF BUREAUCRATIC ORGANI ZA- 
TIONS’ FAILURE TO COPE EFFECTIVELY WITH THE ENVIRONMENTAL 
CHANGES. THIS STUDY EXAMINES THE RELATIONSHIP OF THE VENTURE 
MANAGER TO TOP CORPORATE MANAGEMENT. SINCE LITTLE RESEARCH 
HAS BEEN DONE ON THE PROBLEMS OF THE VENTURE MANAGER, A SURVFY 
QUESTIONAIRE WAS ANSWERED DIRECTLY BY VENTURE fANAGERS WHO REPRE- 
SENT 24 LARGE INDUSTRIAL CORPORATIONS. 


INNOVATOR.” 


SECTION 2 
MARKET NEED AID OPPORTINITY ASSESSMENT 


THIS SECTION, MARKET AND OPPORTUNITY ASSESSMENT, INCLUDES WRITINGS THAT ARE CONCERNED 
WITH THE ROLE OF MARKET RESEARCH IN DETERMINING THE NEEDS OF CONSUMERS AS A BASIS FOR 
DEVELOPING NEW PRODUCTS. IN ADDITION, A SELECTION OF SALES FORECASTING ARTICLES ARE IN- 
CLUDED. THESE ARTICLES INCLUDE VARIATIONS BASED ON EXPERT OPINION, MATHEMATICAL MODELS, 
AND EXPERIMENTATION. FINALLY, SEVERAL ARTICLES DISCUSSING THE REASONS FOR NEW PRODUCT 
FAILURES ARE INCLUDED. 

| IKE THE PREVIOUS SECTION, THIS SECTION PROVIDES AN OVERVIEW OF AN ACTIVITY THAT 
BEGINS WITH THE FIRST STAGE IN THE INNOVATION PROCESS AND CONTINUES THROUGHOUT THE CYCLE. 
THE TOOLS AND CONCEPTS DISCUSSED MAY BE APPLICABLE IN THE LATTER STAGES OF THE INNOVATION 


PROCESS. 


AcHeNBaAUuM, ALVIN A. “THe Purpose oF farKeT TesTine,” IN THE MARKETING CONCEPT IN ACTION, 
Ropert M. Kaplan, &>. (CHicaco: AMERICAN MarKETING AssocIATION, June 1964), pp, 575-587, 


THERE ARE TWO MARKET TESTING FUNCTIONS--MANAGERIAL CONTROL 
AND PREDICTION. BEFORE ANY MARKET TEST IS CONDUCTED, IT MUST 
BE DECIDED WHICH FUNCTION THE TEST IS TO PERFORM, MARKET TEST- 
ING IS AN EXTREMELY VALUABLE i00L WHEN USED FOR MANAGERIAL CON- 
TROL PURPOSES. BUT TRADITIONAL MARKET TESTING HAS NOT LIVED 
UP TO ITS EXPECTATIONS WHEN USED AS A PREDICTIVE RESEARCH 
TOOL--EITHER IN PROJECTING THE RESULTS OF NEW PRODUCT INTRODUC- 
TIONS OR IN TESTING ALTERNATIVE MARKETING STRATEGIES, 


AnceLus, THEopoRE L. “Vey Do Most Propucts Fail?” Apvertisinc Ace, (Marcy 24, 1969), 
pp. 85-86, 


THE [JOR REASON FOR NEW PRODUCT FAILURE IS A LACK OF 
MEANINGFUL PRODUCT DIFFERENTATION, THIS REASON, COUPLED WITH 
BAD TIMING, POOR POSITIONING AND THE WRONG MARKET, CONTRIBUTED 
TO THE 80% FAILURE RATE OF THE 9,450 NEW PRODUCTS INTRODUCED 
IN 1968. THE ‘Jew Propucts AcTION TEAM sTupIED 75 OF THESE 
VENTURES TO LEARN THE REASONS FOR FAILURE.” 


Bass, FRANK ff. "A ‘lew PRoDUCT GROWTH MopEL FoR Consumer Turances,” “WNAGEMENT SCTENCE 
wie ane 


Vor. ISA (lanuary, 1969), pe. 215-227, 

“A. GROWTH MODEL FOR THE TIMING OF INITIAL PURCHASE OF NEW 
PRODUCTS IS DEVELOPED AND TESTED AGAINST DATA FOR LT CONSUMER 
DURABLES. THE BASIC ASSUMPTION OF THE MODEL IS THAT THE TIMING 
OF A CONSUMER’S INITIAL PURCHASE IS RELATED TO THE NUMBER OF 
PREVIOUS BUYERS. 4 BEHAVIORAL RATIONALE FOR THE MODEL IS OF FERED 
IN TERMS OF INNOVATIVE AND INITIATIVE BEHAVIOR, [THE MODEL YIELDS 
GOOD PREDICTIONS OF THE SALES PEAK AND THE TIMING OF THE PEAK 
WHEN APPLIED TO HISTORICAL DATA. /\ LONG-RANGE FORECAST IS 
DEVELOPED FOR THE SALES OF COLOR TELEVISION SETS, 


Burcern, PHitie C. “DEVELOPING FORECASTING “bpecs For flew PRopuct INTRODUCTIONS,” RoreRT L. 


KING, &D, (CHICAGO: AMERICAN [ARKETING ASSOCIATION FALL Conrerence PRocernines 198), 
pp, 112-118. 


THIS PAPER DISCUSSES THE RESULTS OF A LARGE SCALE PANEL 
STUDY OF AN ACTUAL NEW PRODUCT INTRODUCTION, JJRAWING FROM 
THESE FINDINGS AND OBSERVATIONS IN THE EXISTING LITERATURE, 
THREE ALTERNATIVE MODELS OF PRODUCT BUYING BEHAVIOR ARE DIS- 
CUSSED. THESE MODELS INCLUDE: A NEW PRODUCT FIRST PURCHASE 
MODEL, A NON-NEW PRODUCT FIRST PURCHASE MODEL, AND A REPURCHASE 
MODEL. THE MATHEMATICAL AND BEHAVIORAL ASPECTS OF THESE MODELS 
ARE DISCUSSED, AND THE MODELS ARE SHOWN TO BE MUTUALLY EXCLUSIVE, 
THE THREE TYPES OF MODELS ARE COMBINED INTO A TOTAL SALES MODEL. 
FINALLY, THE PROBLEMS OF PARAMETER ESTIMATION AND THE IMPLICA- 
TIONS FOR MANAGEMENT PLANNING ARE DISCUSSED, 


CHamBers, Jou C., SATINDER K, fULLICK AND Donato 2). SwitH. “low To CHoose THE PIGHT 
FORECASTING TECHNIQUE,” HARVARD Business: Review, (Jucy-Aucust, 1971), pe, u5-74, 


SOUND PREDICTIONS OF DEMANDS AND TRENDS ARE A NECESSITY 
IF THE MANAGER IS TO COPE WITH SEASONALITY, SUDDEN CHANCES IN 
DEMAND LEVELS, PRICE-CUTTING MANEUVERS OF THE COMPETITION, 
STRIKES, AND LARGE SWINGS OF THE ECONOMY, THE AUTHORS EXPLAIN 
THE POTENTIAL OF FORECASTING FOR PRODUCTS AS THEY MATURE THROUGH 
THE PRODUCT LIFE CYCLE. A SUMMARY OF THE RANGE OF FORECASTING 
TECHNIQUES IS INCLUDED,” 


Cuin, THEODORE. “Ilew Propuct SucCESSES AND FarLures--How To Netect THem .N ADVANCE,” 
hovertisine Ace, (SeprempBer 24, 1975), pp. 61-f4. 


By USING EXAMPLES OF PRODUCT SUCCESSES/FAILURES, SIX 
COMMON ADVERTISING MISTAKE’S ARE OUTLINED. THEY INCLUDE 
1) FAILING TO SOLVE YOUR PRIME PROSPECT’S PROBLEM ?) ADVER- 
TISING ATTRIBUTES, NOT BENEFITS, 3) SELLING YOUR ADVERTIS- 
ING, NOT YOUR CLIENT'S NEW PRODUCT, 4) FAILING TO FIND OUT 
WHAT TO SAY IN THE ADVERTISING, AND HOW TO SAY IT, 5) DECEIV- 
ING CLIENTS IN NEW PRODUCTS ADVERTISING AND 6) SPENDING MORE 
MONEY BEHIND POOR PRODUCT POSITIONING OR POOR ADVERTISING.” 


Cook, Victor J. AND Jerome D, ilerniTerR. “PREFERENCE MEASUREMENT IN A [lew PRODUCT “EMAND 
SIMULATION,” IN LIARKETING AND THE ;lew Science oF PLANNING, KEITH Cox AND Ben M, Enis, EDs. 
(CHICAGO: /ERICAN {IARKETING Association, Fatt 1969), pe, 316-322, 


THIS PAPER BRIEFLY OUTLINES THE STRUCTURE OF A NEW 
PRODUCT DEMAND SIMULATION MODEL, AND PROPOSES A METHOD 
FOR TRANSFORMING REVEALED (HISTORICAL) PREFERENCLS INTO 
EXPRESSED (CURRENT) PREFERENCES AFTER INCLUSION OF A NEW 
PRODUCT ALTERNATIVE, 


Cooke, Ernest F. AND Ben C. Ensonpson. “Computer Arpen Propuct Lire Cycle Forecasts FOR 
‘lew Propuct INVESTMENT Decisions,” IN INCREASING [ARKETING PRODUCTIVITY AND CONCEPTUAL 
AND iTETHODOLOGICAL FOUNDATIONS OF [arKETING, THomAS V, GREER, ED. (CHICAGO: ‘MERICAN 
WRKETING AssocIATION, 1973), pe. 375-377, 


THE AUTHORS PRESENT A COMPUTER PROGRAM (LIFER) wHICcH 
UTILIZES THE PRODUCT LIFE CYCLE CONCEPT FOR FORECASTING, 
ONE FEATURE OF THE MODEL uSeD IN LIFER IS THE EXPLICIT 
MATHEMATICAL DEFINITIONS OF THE BOUNDARIES BETWEEN PHASES, 
A BRIEF DISCUSSION OF OTHER MODELS THAT ARE AVAILABLE IS 
PRESENTED, 


CRAWFORD, [IERLE. “THE TRAJECTORY METHOD oF SOAL SETTING FOR flew Propucts,” JOURNAL OF 
|ARKETING RESEARCH, VoL. 3 (May, 1966), pp. 117-125, 
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HE AUTHOR DISCUSSES HOW THE F! 


ING SPECIFIC 
T 


SUMERS. iHREE PRIMARY APPROACHES 
IDENTIFIED AND BRIEFLY DISCUSSED, 


“OD 


RODUCT FEATURES USING PREF 


Sounenty, James Hl, Jr., AND Micuaey J. Evzec. “Decrees of Propuct Newness AnD Earcy TRIAL,” 
‘cuRNAL OF MarKeuNG ResgarcH, Vo. X (August, 1973), pp. 205-30. 


THE RELATIONSHIP BETWEEN EARLY ADOPTION OF A NEW PRODUCT 
AND PRODUCT ATTRIBUTES IS EXAMINED. THIS STUDY SUGGESTS THAT 
THE DEGREE OF NEWNESS OF A PRODUCT IS A MAJOR FACTOR IN DETER- 
MINING WHO TRIES IT.” 


Eskin, GeRALD J. “Dyeamic Forecasts oF Mew Propuct Demanp Usinc a DeptH of Repeat Mopec,” 
JouRNAL oF MarKeTING ResgarcH, Vor. X (May, 1973), pp. 115-129. 


A DEPTH OF REPEAT MODEL IS PREScNTED THAT CAN FORECAST 
THE DEMAND FOR NEW CONSUMER PRODUCTS. [HE RELATION OF THE 
MODEL TO OTHER FORECASTING MODELS IS NOTED. [JATA ANALYSIS, 
ESTIMATION PROCEDURES, AND THE OBSERVED ACCURACY OF FORECASTS 
ARE DISCUSSED. GRAPHS, CHARTS, FORMULAE, BIBLIOGRAPHY.” 


FELDMAN, LAURENCE P. AND Gary M, ArmsTRoNG. “IDENTIFYING Buyers oF A Masor Automotive IN- 
NOVATION,” JOURNAL OF MaRKETING, Vor. 39 (January, 1975), pe, 47-55, 


THE AUTHORS ATTEMPT TO DETERMINE WHETHER CONSUMER INNOVATORS DIFFER 
FROM NON-INNOVATORS, THEY CONCLUDE THAT ATTEMPTS TO IMPROVE MARKET- 
ING EFFICIENCY BY ISOLATING INNOVATORS AND USING APPEALS TO 
WHICH THEY ARE SENSITIVE WILL BE ONLY MARGINALLY SUCCESSFUL; 
FOR WHILE INNOVATORS CAN BE DIFFERENTIATED FROM NON-INNOVATORS, 
THE DIFFERENCES ARE NOT GREAT. 


varnes, Georce H., Jr. “A Stupy of WHy Peopte PurcHase flew Propucts,” In SCLENCE, TECH- 
woLOGY, AND MARKETING, Raymonp M. Haas, ED. (CHICAGO: AMERICAN MARKETING ASSOCIATION, 
PALL, 195), PP, 685-697, 


THE STUDY REPORTED IN THIS PAPER WAS UNDERTAKEN TO ATTEMPT 
TO DISCOVER WHY PEOPLE PURCHASE NEW PRODUCTS AND WHETHER THE 
REASONS PEOPLE DO PURCHASE NEW PRODUCTS ARE CONSISTENT WITH THE 
NOTION THAT THE INCREASE IN USE OF A SUCCESSFUL NEW PRODUCT CAN 
BE CONSIDERED A DIFFUSION PROCESS. HE ROLE OF THE FIRMS 
MARKETING STRATEGY IN NEW PRODUCT ADOPTION 1S ALSO CONSIDERED. 
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KEGERREIS, ROBERT J. AND James F. Encec. “THE INNovATIVE ConsuMeR: CHARACTERISTICS OF 
THE EARLIEST ADOPTERS OF A ifew Automotive Service,” IN MARKETING INVOLVEMENT IN SOCIETY 


AND THE Economy, PHiuiie R. McDoNaALp, ep. (CHICAGO: AMERICAN MARKETING ASSOCIATION, 
Fait, 1969), pp. 357-361. 


IN ORDER TO PROVIDE NEW MARKETING INFORMATION ABOUT IN- 
NOVATORS AND THE PROCESS OF DIFFUSION OF INNOVATION, THE EARLIEST 
ADOPTERS OF A NEW AUTOMOTIVE DIAGNOSTIC CENTER WERE COMPARED WITH 
MEMBERS OF THE POPULATION AS A WHOLE. AMONG THE CHARACTERISTICS 
STUDIED AND REPORTED HERE ARE (1) ECONOMIC STATUS; (2) SOCIAL 
STATUS; AND (5) PERSONAL CORRELATES OF INNOVATIVENESS. DISTINCT 
DIFFERENCES WERE OBSERVED BETWEFN INNOVATORS (ADOPTERS) AND NON- 
INNOVATORS ALONG THESE DIMENSIONS, 


Kovac, F.J. AND M.F. Dacue. “FORECASTING BY PropucT Lire CycLe AnaLysis,” RESEARCH 
(Wiacement, Vor. XV ‘guy, 1972), pp. 6-72, 


THE LIFE CYCLE OF MANY PRODUCTS FROM THEIR INTRODUCTION 
INTO THE MARKET UNTIL THEIR DECLINE YEARS TAKES THE FORM OF 
AN S-CURVE. THE VARIOUS STAGES OF A PRODUCT CYCLE AND THE 
DETERMINANTS OF PRODUCT DEMAND ARE EXPLAINED, THE AUTHORS 
ALSO DESCRIBE HOW FUTURE PROJECTIONS CAN BE MADE BASED ON 
THIS PRINCIPLE, 


LaZER, WILLIAM, “SALES FORECASTING: KEY To INTEGRATED MANAGEMENT,” BusINess HORIZONS, 
Vor. 2 No. 3 (Fatt, 1959), pr. 61-6/, 


MARKETING PLANNING, BASED ON AN ASSESSMENT OF MARKET 
OPPORTUNITY, IS ONE OF THE KEY CONCEPTS OF THE MARKETING 
MANAGEMENT APPROACH. SALES FORECASTING FURNISHES “FUTURE 
INFORMATION” FOR PLANNING PURPOSES, A COMPREHENSIVE SALES 
FORECASTING PROGRAM IS ONE OF THE ESSENTIAL INGREDIENTS IN 
AN INTEGRATED APPROACH TO MARKETING, 


McCarty, Jack. “How a Propuct Finns ITs PLace,” INpuSTRIAL MANAGEMENT, VoL. 4 (Seprem 
BER, 197'+), pp, 222, 


THE AUTHOR STRESSES THE MAJOR ROLE CONSUMERS PALY IN THE 
SUCCESS OF FAILURE OF A PRODUCT WHILE EXPLORING THE IMPORTANCE 
OF MAJOR ADVERTISING FIRMS IN PRODUCT PROMOTION, SEVERAL EXAMPLES 


ciTep.* 


Osttunp, Lyman E. "A Stupy oF INNovaATIVENEesSS OveRLAP,” JourNAL oF MarKEeTING RESEARCH, 
Vor. IX (August, 1972), pp, 341-343. 


RESPONDENTS EXAMINED SIX NEW PRODUCTS TO DETERMINE THE 
OVERLAP OF INNOVATIVENESS ACROSS PRODUCT CATEGORIES. SAMPLE 
REFLECTS AGE, INCOME AND HUSBAND'S OCCUPATION. SENERALIZED 
INNOVATIVENESS BECOMES INCREASINGLY DISTINCT FOR PROGRESSIVELY 
SMALILER AND OTHERWISE HOMOGENOUS POPULATION SEGMENTS. * 


Pessemier, Epsar A. “ANALYZING RESEARCH STRATEGIES FOR SELECTING ALTERNATIVE “lew PRopUCT 


OPPORTUNITIES,” IN RELEVANCE IN /ARKETING AND MarKETING IN Action, "Rep C, “LLVINE, ©. 
(CHICAGO: COMBINED PROCEEDINGS OF THE AMERICAN [wrKETING AssocraTion, 197]), pp, WIS-1F, 


THE PROBLEMS DECISION MAKERS FACE IN DEVELOPING THE 
INFORMATION STRATEGY FOR NEW-PRODUCT VENTURES HAS BEEN DIS- 
CUSSED. THE ANALYST MUST PROVIDE APPROPRIATE QUANTIFICATION 
OF THE “OBJECTIVE” AND SUBJECTIVE DATA RELEVANT TO THE ALTERNA- 
TIVE VENTURES, RESEARCH/INFORMATION OPPORTUNITIES AND THE LIKE, 
THE AUTHOR PRESENTS A METHOD FOR QUANTIFYING SUCH INSORMATION, 
AN EXAMPLE IS PROVIDED THAT IS DESIGNED TO REPRESENT ACTUAL 
MARKET CONDITIONS. 


Pratt, RoBerT W., Jr. “Usinc Research To Repuce Risk ASSOCIATED WITH MARKETING “lew 
PropucTs,” IN CHANGING [ARKETING Systems, . . CONSUMER, CORPORATE AND GOVERNMENT INTER- 
FACES, Reep Moyer, ep. (CHicaco: AMERICAN MARKETING AssocIATiIOn, “INTER, 1967), pp. 98-194, 


\ COMPANY'S RETURN ON INVESTMENT FROM MARKETING RESEARCH IS 
A FUNCTION OF THE EXTENT TO WHICH RESEARCH OUTPUT REDUCES THE 
RISK INHERENT IN MAKING DECISIONS, JO OPTIMIZE THIS RETURN, AN 
INCREASING NUMBER OF RESEARCH DEPARTMENTS ARE MOVING TOWARD THE 
ESTABLISHMENT OF MARKETING INFORMATION SYSTEMS, THIS PAPER 
DESCRIBES ONE SUCH SYSTEM AND DISCUSSES ITS APPLICATION TO THE 
EVALUATION OF NEW VENTURES IN THE CONSUMER AREA,” 
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Peters, Micnaet P. anp §, VENKATESAN. "EXPLORATION OF VARIABLES TNHERENT IN ADOPTING AN 
INDUSTRIAL PRopuct,” JOURNAL oF MaRKEeTING REsEARCH, Vot. X (August, 1977), pp. 3 


* 
eo 
oe 


THIS STUDY EXPLORES SOME OF THE VARIABLES USED TO ACHIEVE 
BETTER UNDERSTANDING OF THE ADOPTION OF INDUSTRIAL PRODUCTS, ALON 
WITH ESTABLISHING AN INFORMATION BASE FORK FUTURE INDUSTRIAL MARKET 
RESEARCH IN THIS AREA. PERSONAL CHARACTERISTICS, AS Wi AS ENVIRON 
MENTAL OR FIRM VARIABLES, PLAY AN IMPORTANT ROLE IN) THE ADOPTION 


PROCESS. 


fices, VIRGINIA. “Avoip THose Errors IN New Propuct Researcy,” Apvertisine Act, Cluny 
1974), pe. 76, St, 57, HEA, 


THE FAILURE OF NEW PRODUCTS IS NOT THE RESULT OF POOR PRODUC) 
PERFORMANCE, BUT THE FAILURE TO RESEARCH THE MARKET ADEQUATELY. 
DIFFERENT RESEARCH APPROACHES ARE NEEDED. [HE AUTHOR OUTLINES Fi¥% 
BROAD PHASES OF NEW PRODUCT DEVELOPMENT (DEFINITION OF THE OPPORTUNITY, 
GENERATE ALTERNATE IDEAS AND POSITIONINGS, SCREEN AND DEVELOP IDEA 
AND POSITIONINGS, QUANTITATIVE CONCEPT TESTING), THE AUTHOR DISCU 
THE LIKELY EFFECT OF DATA SYSTEMS, AUTOMATED FRONT END SYST) MS, 
ELECTRONIC CASH REGISTERS AND THE LIKE, ON REORIENTING ADVERTISIN 
AND MARKETING.” 


Nec 


Montcomery, Davip B. “New Propuct Distripution: An Awacysis oF SUPERMARKET Buver 
SIONS,” JOURNAL OF [ARKETING ReseaRCH, Vor.12 (Aucust, 1975), pp. 255-4. 


THIS ARTICLE EXPLORES THE RELATIONSHIP BETWEEN 15 VARIABLE: 
AND A SUPERMARKET BUYER'S D>CISION TO ACCEPT OR REJECT A NEW 
PRODUCT. ONE HUNDRED TWENTY-FOUR NEW PRODUCTS ARE ANALYZED Ry 
MULTIPLE DISCRIMINANT ANALYSIS AND A HIERARCHICAL THRESHOLD 
MODEL TERMED A GATEKEEPER ANALYSIS. 


flakaniski, Masao. “ApVERTISING AND PROMOTION FFFECTS CV CONSUMER RESPONSE TO few PropucTs 


JOURNAL OF [WRKETING ReseARCH, Vou. X (August, 1973), pp. 242-249, 


THIS ARTICLE DEVELOPS A STOCHASTIC MODEL OF CONSUMER RESPONS! 
TO NEW PRODUCTS WHICH INCORPORATES THE EFFECTS OF OVER-TIME VARIATIONS 
IN ADVERTISTING AND PROMOTION, |HE MODELS PRIMARY USEFULNESS LIES IN 
ITS ABILITY TO GENERATE CONDITIONAL FORECASTS OF PRODUCT SALES TO EVALU 
AT= ALTERNATIVE MARKETING PROGRAMS FOR NEW PRODUCT INTRODUCTION, ‘HIGHLY 


-\ * 


TECHNICAL; MATHEMATICAL, WITH FORMULAS. REFERENCES). 
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Nispet, Ropert A. “THe Year 2000 aNp At THAT,” Commentary, 1968 American JewisH Com- 
MITTEE. 


EXTRAPOLATING THE PAST INTO THE FUTURE AS THE BASIS FOR FORE- 
CASTING IS A KEY NOTION IN OUR SOCIETY. JHE AUTHOR FASHIONS THE 
FUTURE AS MORE OF A RANDOM EVENT THAN A MARRIAGE WITH THE PAST IN 
DISCUSSING THE LOGIC OF FORECASTING. 


SCHULTZ, FRANK. A PRACTICAL MARKETING MODEL FOR SHORT AND LONG-RANGE PLANNING,” MANAGE- 
ment Apviser, Vor. 10 (arcH-Apric, 1973), pp. 17-2A. 


THE AUTHOR DISCUSSES A TYPE OF MARKETING MODEL THAT CAN BE 
USED TO INDICATE THE EFFECT ON PROFITABILITY OF VARIATIONS IN 
MARKET SIZE, SHARE OF MARKET, VOLUME, PRODUCT MIX, PRICING, DIS- 
TRIBUTION AND VARIOUS TYPES OF MARKETING EXPENDITURES, SUCH AS 
ADVERTISING. AN EXAMPLE OF THE MOOEL’S USE IS PROVIDED.” 


SHOEMAKER, ROBERT AND RICHARD STAELIN. “THE EFFECTS OF SAMPLING VARIATION ON SALES ForE- 


CASTS FOR lWew ConsuMER PrRopucTs,” JOURNAL OF MARKETING ResearcH, VoL. XIII No. 2 (May, 
1976), pp. 138-143, 


THE AUTHORS OUTLINE THE TECHNIQUE FOR ESTIMATING THE SAMPLING 
ERROR IN SALES FORECASTS FOR NEW NON-DURABLE CONSUMER Goops, A 
MonTE CARLO SIMULATION IS USED AS A BASIS FOR THE ESTIMATES. AN 
EXAMPLE IS PROVIDED. 


TATHAM, RONALD L. AND RonaLp J, Dornorr, “A Cautionary [ote on INNOvATIVENESS ‘VERLAP,” 
JouRNAL oF MazkETING ResearcH, VoL. X (May, 1973), pp, 221-225, 


IT IS SUGGESTED THAT FUTURE RESEARCH EFFORTS FOCUS ON THE 
DEVELOPMENT OF A PRECISE DEFINITION OF INNOVATIVE BEHAVIOR AND 
AN OPERATIONAL MEASURE FOR IDENTIFYING INNOVATORS WI IH RESPECT 
TO THE PRESENTATION AND INTERPRETATION OF THE DATA, 


TauBeR, EDWARD M. “How MARKET Research Discouraces Mavor Innovation,” Business HORIZONS. 
(June, 1974), pp, 22-26, 


THE AUTHOR DISCUSSES HOW MARKETING MANAGERS MUST BE CAREFUL 
IN THEIR INTERPRETATION OF MARKET INFORMATION GATHERED ON GENUINE 
INNOVATIVE PRODUCTS PRIOR TO INTRODUCTION. 


TauBer, Javes M, “Forecasiine SALES Prior To Test Market,” Journar oF MapKeTine, Vor. 4] 
No. 1 (January, 1977), pp, 30-84, 


THE AUTHOR BRIEFLY REVIEWS THE KEY ELEMENTS IN A SALES 
FORECAST. HE THEN OVERVIEWS THE MAJOR SALES FORECASTING 
TECHNIQUES AVAILABLE INCLUDING CONCEPT AND PRODUCT TESTS, 
HISTORICAL DATA REGRESSION MODELS, LABCRATORY TEST MARKETS, 
AND SALES EXPERIMENTS, 


TayLor, James W., JOHN J. HOULAHEN, AND Avan C. Gapriec. “THE PurcHaAsSe INTENTION QUESTION 
IN New Propuct DeveLopment: A Fievp Test,” JourNAL oF MarxeTIns, Vor. 39 (January, 19/75), 
pp, 90-92, 


WHEN RESPONDENTS SAY THEY ARE “DEFINITELY” INTERESTED IN 
BUYING A TEST PRODUCT, DO THEY REALLY MEAN IT? THIS ARTICLE 
CONCLUDES SHAT THE INTENTION-TO-PURCHASE QUESTION IS A POTENT, 
IF IMPERFECT, TOOL FOR USE IN NEW PRODUCT DEVELOPMENT. 


Tutt, Donacp S. AND Herpert (, Ruremiucer. A fMoTE ON THE RELATIONSHIP OF ACTUAL AND 
PREDICTED SALES AND PROFITS IN MewPropucTt INTRODUCTIONS,” THE JJouRNAL OF BusINEss, 
(Jucy, 1968), pp. 385-387, 


A COMPARISON BETWEEN A TRADITIONAL REGRESSIONS MODEL (NOT 
ALLOWING FOR HETEROSCEDASTICITY) WITH THE RUTEMILLER-Bowers MopeL 
WHICH DEVELOPS A LEAST-SQUARE REGRESSION MODEL FOR HETEROSCE- 
DASTICITY IS EXAMINED. THE CONCLUSIONS INDICATE THAT THE 
VARIANCE IN FORECASTING BOTH SALES AND PROFITS INCREASED AT 
A DECREASING RATE AS A FUNCTION OF THE LEVEL OF ACTUAL SALES 
OR PROFITS. FORECASTS OF THE SALES LEVEL FOR NEW PRODUCTS 
TEND TO BE BIASED IN AN OPTIMISTIC DIRECTION THROUGHOUT. /\ 
SIGNIFICANT BIAS WAS NOT DEMONSTRATED IN THE CASE OF PROFIT 
FORECASTING, * 


Ure, GLEN L. “TWwRKET RESPONSE MODELS FOR THE ANALYSIS OF [lew PropucTs,” IN MARKETING 


AND THE flew Science oF PLANNING, KEITH Cox AND Ben M1. Evis, eps. (CHicaco: AMERICAN 
MARKETING ASSOCIATION, FaLL, 1968), pp. 195-111. 


THIS PAPER REVIEWS MATHEMATICAL MARKET RESPONSE MODELS IN 
THE CONTEXT OF THEIR BEHAVIORAL RELEVANCE AND EASE OF TESTING, 
ESTIMATION, AND SOLUTION IN THE ANALYSIS OF NEW PRODUCTS. A 
NEW TYPE OF MODEL CALLED A “MACRO BEHAVIORAL PROCESS” MODEL IS 
PROPOSED AS A METHOD OF OBTAINING HIGH BEHAVIORAL CONTENT WHILE 
MAINTAINING THE SIMPLICITY NECESSARY FOR EVALUATING MANY MARKET- 
ING STRATEGIES. 


VILLANI, KATHERYN £.A, AND Donacp G. Morrison. “A [€THOD FoR ANALYZING New ForRMULATION 
Decisions,” Journal oF MARKETING ResearcH, Vor. XIII fo. 3 Gueust, 1976), pe. 283-288, 


THE PROCESS OF REFORMULATING AN EXISTING PRODUCT TO MEET CUR- 
RENT MARKET NEEDS IS DISCUSSED. THE KEY ASPECTS OF CONSUMER RE- 
SPONSE TO REFORMULATION ARE CONSIDERED AS WELL AS A METHODOLOGY 
FOR TESTING HOW CONSUMERS CAN EXPECT TO RESPOND TO THE CHANGE ARE 
PRESENTED, 


WEBSTER, FREDERICK E. JR. “lew PRopucT ApopTion IN INDUSTRIAL MaRKETS: A FRAMEWORK FOR 
Anacysis,” JOURNAL oF iJARKETING, (JuLy, 1989), pp, 35-279 


THIS PAPER DISCUSSES THE NATURE OF INNOVATIVE DIFFUSION A- 
MONG INDUSTRIAL FIRMS. AN APPROACH TO SEGMENTING INDUSTRIAL 
MARKETS IS DEVELOPED. 


YusPeH, SONIA. “DIAGNOSIS - THE HwNDMAIDEN oF PrepicTion”, JourNAL oF laRKETING, VoL. 39 
(January, 1975), pe, 3/-8°, 


AN EFFECTIVE MEANS OF FULLY TESTING NEW PRODUCT IDEAS EARLY 
IN THEIR DEVELOPMENT HAS LONG BEEN A GOAL OF MANAGEMENT, HE 
AUTHOR HAS DEVISED A WAY TO SIMULTANEOUSLY MEASURE PREDISPOSi- 
TION TO BUY AND MARKET POTENTIAL. 


SECTION 3 
IDEA GETERATION AND CREATIVITY 


THE ARTICIES INCLUDED IN THE SECTION ON IDEA GENERATION AND CREATIVITY ARE CONCERNED 
WITH THE VARIOUS METHODOLOGIES THAT CAN BE USED TO GENERATE NEW PRODUCT IDEAS. OTH IN- 
TERNAL AND EXTERNAL SOURCES OF NEW PRODUCT IDEAS AND THE PROBLEMS WITH EACH SOURCE ARE 
DISCUSSED. THE VENTURE TEAM, INVENTION GROUP AND PROJECT TEAM APPROACHES TO NEW PRODUCT 
DEVELOPMENT ARE DISCUSSED IN DETAIL ALONG WITH THE GENERAL STRUCTURAL CHARACTERISTICS OF 
ORGANIZATIONS THAT HAVE BEEN SUCCESSFUL IN INTRODUCING NEW PRODUCTS. 

THIS SECTION DOES NOT ATTEMPT TO SUMMARIZE THE LITERATURE DEALING WITH IDEA GENER 
ATION AND CREATIVITY IN A VARIETY OF OTHER FIELDS, SUCH AS ART AND PSYCHOLOGY. THE 


JouRNAL OF CREATIVE BEHAVIOR MAY BE OF INTEREST TO THOSE WITH AN INTEREST IN IDEA GENDRA- 
AS IT APPLIES TO THE SOCIAL SCIENCES AND HUMANITIES. 


FREDRIKSON, E. Bruce AND Eric W. Lawson. “THe Rote oF TECHNOLOGY TRANSFER IN Propuct De- 
VELOPMENT AND MARKETING,” RESEARCH [ANAGEMENT, (Jucy, 1970), PP. 265-272, 


TECHNOLOGY TRANSFER, RESULTING IN A NEW PRODUCT, IS A COM 
PLEX PROCESS WHICH INVOLVES A COMBINATION OF FACTORS. WHEN THE 
DEVELOPMENT OF AN ECONOMICALLY FEASIBLE PRODUCT HAS BEEN COM- 
PLETED, A WELL PLANNED MARKETING PROGRAM IS REQUIRED IF THE PRO- 
DUCT IS TO BE PROFITABLE. THESE ARE TWO PRINCIPAL POINTS ILLUS- 
TRATED IN THIS CASE STUDY WHICH PROVES THAT LINKING TOGETHER 
SEPARATE AND DIVERSE TECHNOLOGIES IS OFTEN THE KEY TO SUCCESSFUL 
NEW PRODUCT DEVELOPMENT. 


Gee, SHERMAN. “THE ROLE OF TECHNOLOGY TRANSFER IN INNOVATION,” ResEaRCH “ANAGEMENT, VOL. 
1/7 (Novemper, 1974), pp.31-36. 


A DEFINITE INTERRELATIONSHIP EXISTS BETWEE). TECHNOLOGY 
TRANSFER AND TECHNOLOGICAL INNOVATION, HOWEVER, THIS INTERRELA- 
TIONSHIP 1S OFTEN OVERLOOKED OR NEGLECTED. THIS ARTICLE EXAMINES 
THE RELATIONSHIP IN ORDER TO ACHIEVE A BETTER UNDERSTANDING OF HOW 
THESE TWO CONCEPTS MUTUALLY AFFECT ONE ANOTHER, 


GorDON, THEODORE .|. “CHANGING TECHNOLOGY AND THE FUTURE OF MARKETING,” THE CONFERENCE 
Boarp, (DecemMBeR, 1974), pp. 22-26. 


THE AUTHOR DISCUSSES HOW TECHNOLOGICAL CHANGE WILL IMPACT ON 
MARKETING PRACTICES. AN EXCELLENT BACKGROUND ARTICLE FOR THOSE 
INTERESTED IN THE FUTURE OF THE INNOVATION PROCESS. 


Harpin, D.K. “Late 1970's Witt See THE DEATH OF INNOVATION,” ADVERTISING AGE, VoL. 46 
(Jucy 21, 1975), pr. I. 


MARKETING OBSERVERS HAVE BEEN POINTING TC A SLOWED RATE OF 
NEW PRODUCT INTRODUCTIONS. HARDIN, IN THIS INTERVIEW, PREDICTS 
THAT INNOVATION WILL BE DEAD BY THE END OF THE 19//’s, 


HawkINS, Dec I. AND GERALD G, Upet. “CoRPORATE CAUTION AND UNSOLICITIED New PropucT IDEAS: 
\ SuRveY oF CORPORATE WAIVER REouIREMENTS,” JOURNAL OF THE PATENT FFIcE Society, Vor. 88 
No. 6 (June, 1976), pp. 375-388. 


INDEPENDENT INVENTORS ARE STILL A VIABLE SOURCE OF NEW 
PRODUCTS. HOWEVER, CORPORATE POLICY DISCOURAGES THEIR SUBMITTAL. 
THIS ARTICLE REPORTS ON A SURVEY OF CORPORATE ATTITUDES AND POLI- 
CIES TOWARD INVENTORS AND DISCUSSES THE VARIOUS PROVISIONS USED 
IN CORPORATE DISCLOSURE FORMS, 


Hitt, RIcHARD M. AND James D, Huavacek. “THE Venture Team: A New Concept IN MARKETING 
ORGANIZATION,” JOURNAL OF MarKETING, VoL. 36 (Jury, 1972), pp. 44-50, 


THE MAJOR CHARACTERISTICS DIFFERENTIATING TRADITIONAL ORGAN- 
IZATIONS AND INNOVATIVE ORGANIZATIONS PERTAINING TO NEW PRODUCT 
MANAGEMENT ARE OUTLINED. [HE EVOLUTIONARY PROCESS OF A VENTURE 
TEAM AND ITS CHARACTERISTICS, ADVANTAGES AND LIMITATIONS ARE PRE- 
SENTED. FOR COMPANIES WHOSE FUTURE DEPENDS ON THE SUCCESS OF ITS 
NEW PRODUCTS, THE VENTURE TEAM CONCEPT OFFERS A MECHANISM FOR 
MORE INNOVATIVE MARKETING, 


HoT, Knut. “GENERATING CREATIVITY, IDEAS AND INVENTIONS - INFORMATION AND NeeDS ANALYSIS 
IN IDEA GENERATION,” RESEARCH [aNAGEMENT, VoL. 18 (May, 1975), pp. 24-27, 
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SUCCESSFUL GENERATION OF IDEAS FOR NEW AND IMPROVED PRODUCTS 
REQUIRES A BASE OF RELIABLE INFORMATION, [HIS ARTICLE DISCUSSES 
THE TYPE OF INFORMATION NEEDED AND THE MANNER IN WHICH IT CAN BE 
MOST EFFICIENTLY OBTAINED. 


Homan, RoperT H. “Invention Group: A flew Way To Devetop New Propucts.” ADVERTISING AcE, 
Jucy 9, 1973. pp, 49-54, 


A TECHNIQUE FOR NEW PRODUCTS DEVELOPMENT IS PRESENTED. 
PROPER UTILIZATION OF MARKETING, R 27), MARKET RESEARCH, SALES 
AND MANUFACTURING DEPARTMENT PERSONNEL ARE CENTRAL TO THE USE 
OF THE INVENTION GROUP. KEY STEPS TO SUCCESSFUL INVENTION 
ARE LISTED AND EXPANDED ON.~ 


Hopkins, Davip S. “THE Roces oF Provect Teams anp Venture SRoups IN New Propuct DeveLop- 
MENT,” RESEARCH [ANAGEMENT, (January, 1575), pp. 7-12, 


How TO ORGANIZE FOR NEW PRODUCT PLANNING AND DEVELOPMENT 
IS ONE OF THE MOST IMPORTANT AND PERPLEXING DECISIONS MANAGE - 
MENT MUST FACE. THIS ARTICLE REVEALS THAT MANY EXECUTIVES 
SHARE MIXED FEELINGS ABOUT GIVING RESPONSIBILTIY FOR NEW PRO- 
DUCT DEVELOPMENT TO PEOPLE OUTSIDE THE ORGANIZATIONAL STRUCTURE. 
THE PROS AND CONS OF NEW PRODUCT GROUPS ARE EXPLORED, INCLUDING 
THE TASK-FORCE APPROACH, THE PROJECT TEAM AND THE VENTURE GROUP. 


LANITIS, Tony. “How To Generate few Propuct [peas,” JOURNAL OF ADVERTISING RESEARCH, 
Vor. 10 (June, 19/0), pr. 31-35, 


NEW PRODUCT DEVELOPMENT PROGRAMS PLACE MAJOR EMPHASIS ON 
THE SCREENING AND TESTING OF ‘GIVEN’ IDEAS. THE CRITICAL AREA 
OF CONCENTRATION MUST BE THE GENERATION OF NEW IDEAS. PROCE- 
DURES ARE LISTED TO STIMULATE THE CREATIVE PROCESSES INHERENT 
IN NEW PRODUCT IDEA GENERATION, 


Levitt, THEODORE. “IMPROVING SALES THROUGH PropucT AUGMENTATION,” EUROPEAN BUSINESS, 
(APrit, 1969), pr. 5-12, 


LEVITT ASSERTS THAT THE PRODUCT MUST NOT BE NARROWLY DEFINED 
AS A PHYSICAL ITEM BUT SHOULD 3E THOUGHT OF AS CLUSTER OF VALUE 
SATISFACTIONS. THE CLUSTER INCLUDES PACKAGING, ADVERTISING, FI- 
NANCING, ETC, IMPLYING THAT A PRODUCT BE BROADLY DEFINED TO IN- 
CLUDE THE ENTIRE MARKETING PROGRAM. 


Mason, JosepH G. “How To Devetop Ipeas,” [ATIONS BuSINESS, (January, 1958), pe. 76-81. 


THE AUTHOR IDENTIFIES THE FACTORS AFFECTING CREATIVITY WITH- 
IN} A PERSON AND SOME OPERATIONAL TECHNIQUES ONE CAN USE TO PRIME 
THE IMAGINATION WHEN NEW IDEAS ARE NEEDED. 
‘ers, James H. “Benerit Structure Anacysis: A\ ilew Toot For PRopuCT PLANNING,” JOURNAL 
OF iwRKETING, VoL. 40 io. 4 (October, 197h), pr, 23-32. 


THE AUTHOR PRESENTS A MODEL FOR IDENTIFYING NEW PRODUCT OP- 
PORTUNITIES THAT RELIES ON THE BENEFITS CONSUMERS ARE LOOKING FOR 
IN A PRODUCT. THE METHODOLOGY IS DISCUSSED AND THE RESULT OF A 
SURVEY OF 5UU HOUSEKEEPERS IN 12 METROPOLITAN AREAS IS PRESENTED 
TO DEMONSTRATE HOW BENEFIT STRUCTURE ANALYSIS CAN BE USED. 


ROSENBLOOM, RICHARD S. “PRopuCT INNOVATION IN A SCIENTIFIC AGE” IN ilew [DEAS FoR Success- 
FUL ARKETING, J.S. WRIGHT AND J.L. GotpsTucKER, EDS., (CHICAGO: AMERICAN /ARKETING As- 
SOCIATION, 1966), PP. 247-259, 


SUCCESSFUL INNOVATION IS A NECESSITY FOR A CORPORATION'S 
LONG-TERM GROWTH. iHE AUTHOR DISCUSSES THE NATURE OF THE IN- 
NOVATION PROCESS, STRATEGIES FOR INNOVATION, AND THE ROLE OF 
RESEARCH IN NEW PRODUCT DEVELOPMENT. 


SHOCKER, ALLAN D. AND VY, Srinivasan, “AN ANALYTIC METHODOLOGY FOR THE GENERATION OF PRO- 


DucT IDEAS,” IN RELEVANCE JN [ARKETING AND MARKETING IN ACTION, Frep ©, ALLVINE, ED. 


(CHICAGO: COMBINED PROCEEDINGS OF THE AMERICAN MaRKETING AssociaATion, 1971), pp, 158-162, 


PRODUCT DEVELOPMENT PRACTICES OF MANY LARGE MARKETERS DO NOT 
NORMALLY BEGIN WITH ANALYSIS OF USERS’ WANTS AND STUDIES OF HOW 
WELL PRODUCTS SATISFY THEM. IHIS PAPER PROPOSES A METHODOLOGY 


FOR IDENTIFYING NEW PRODUCT IDEAS BASED UPON ANALYSIS OF USERS’ 
PERCEPTIONS AND PREFERENCES. |T IS AN EFFORT TO OPERATIONALIZE 
THE “MARKETING CONCEPT” AS IT IS TAUGHT IN MARKETING CLASSES IN 
BUSINESS SCHOOLS, 


\/ 
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SHOCKER, ALLAN U. AND V. ORINIVASAN, Ho iSUMER-Rase] PETHODOLOGY FOR THE i DENTIFICATION 
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OF IiEw PRODUCT [DEAS, ANAGEMENT SCIENCE, VOL. ZU (By (TEBRUARY, 1074), 


THE AUTHORS’ PRESENT A MULTIDIMENSIONAL ANALYSIS OF CON- 
SUMER PREFERENCES USING THE AUTHOR'S LII{AP procepurRE To BOTH 
PREDICT CONSUMERS’ PREDISPOSITION TOWARDS DIFFERENT BRANDS AND 
IDENTIFY NEW PRODUCT IDEAS. THE UNDERLYING MATHEMATICS TO TH 


PREFMAP PROCEDURE ARE ALSO DISCUSSED, 


UDELL, GERALD §., KENNETH 0. Baer AND GERALD S. ALBAUM "CREATIVITY: [iecessary But Not 
SUFFICIENT,” JOURNAL OF CREATIVE BeHavior, Vor. 19 Tio. 2 (2np quarter, 1976), re, 99-10%, 


THE AUTHORS PRESENT AN OVERVIEW OF THE CHARACTERISTICS 
THAT IMPACT ON THE INNOVATIVE PROCESS. SUCCESSFUL INNOVATION 
IS SEEN AS A COMBINATION OF MARKET KNOWLEDGE AND CREATIVE SKILLS. 


UpeLL, GERALD G. AND [licHaeL F. O’Ne1LL, “TECHNOLOGY TRANSFER: ENCOURAGING THE [lon CorPo- 
RATE Inventor,” Business Horizons, Vo.. 20 No. 4 (Aucust, 1977), pe, 4-45, 


THIS ARTICLE DISCUSSES THE DECLINING RATE OF TECHNOLOGICAL 
INNOVATION IN THE UNITED STATES AND THE NEED TO DEVELOP SYSTEMS 
OF EVALUATION AND DEVISE CLEAR CHANNELS TO TRANSFER USABLE IDEAS 
FROM NON CORPORATE iNVENTORS TO CORPORATIONS (AND SMALL FIRMS), 
CONTAINS A BRIEF DISCUSSION OF THE NATIONAL SCIENCE FOUNDATION 
FUNDED OREGON New PropucT EVALUATION SYSTEM, 


SECTION 4 
IDEA EVALLATION 


ARTICLES IN THE AREA OF IDEA EVALUATION ARE PRIMARILY CONCERNED WITH THE TECHNIQUES 
THAT HAVE BEEN DEVELOPED BOTH IN CORPORATIONS AND ACADEMIC CIRCLES TO EFFECTIVELY SCREEN 
NEW PRODUCT IDEAS PR.OR TO INVESTING IN PROTOTYPE DEVELOPMENT, CAPITAL EQUIPMENT AND 
TEST MARKETING. SINCE THESE ACTIVITIES ARE BECOMING MORE EXPENSIVE, THE IMPORTANCE OF 
DEVELOPING EFFECTIVE SCREENING DEVICES IS BECOMING RELATIVELY MORE IMPORTANT. THE ARTI- 
CLES WERE SELECTED TO INCLUDE BOTH QUANTITATIVE AND QUALITATIVE SCREENING METHODOLOGIES 
THAT ARE CURRENTLY IN USE, 

THIS SECTION IS BY NO MEANS COMPREHENSIVE OF THE LITERATURE IN THIS AREA, FOR A 
MORE COMPLETE BIBLIOGRAPHY OF IDEA EVALUATION LITERATURE REFER TO BAKER AND UDELL, AN 
APPLICATION OF THE TECHNOLOGY /\SSESSMENT CONCEPT AND A SELECTED BIBLIOGRAPHY OF RELATED 
(New PRopucT) EVALUATION LITERATURE (seEE SecTION I] FOR A COMPLETE CITATION AND MORE 
INFORMATION) . 

Fremier, fl, AND L.S. Simon. “ScreENING New PropucT Ipeas,” MARKETING AND THE New 


SCIENCE OF PLANNING. RonerT L. Kine, ep., (AW Fact Conference Proceepines, Serres No. 
28, AMERICAN MarKETING Assoc1ATIon, August, 1968), pp, 99-104, 


THE AUTHOR PRESENTS THE FUNDAMENTALS OF A NEW PRODUCT EVALU- 
ATION MODEL. THE MODEL RELIES ON THE ABILITY OF MANAGEMENT TO IDEN- 
TIFY (1) THE KEY PRODUCT ATTRIBUTES FROM THE CUSTOMER’S PERSPECTIVE 
AND (2) THE RELATIVE IMPORTANCE TO THE CUSTOMER OF EACH OF THE FAC- 
TORS IDENTIFIED, MANAGEMENT THEN RATES EACH NEW PRODUCT ON A SCALE 
FROM ONE (POOR RATING) TO TEN (EXCELLENT RATING) ON EACH OF THE KEY 
FACTORS IDENTIFIED. SCREENING DECISIONS ARE THEN MADE ON THE BASIS 
OF THE TOTAL SCORE RECEIVED. AN EXAMPLE IS GIVEN, 


GREENBERG, ALLAN. “PAIRED ComPARISONS IN CONSUMER PropucT TesTs,” JOURNAL OF MaRKETING, 
(Apri, 1958), pp. 411-414, 


\ METHODOLOGY IS INTRODUCED FOR GATHERING DATA ON CONSUMER 
JUDGEMENTS OF THE RELATIVE MERITS OF COMPETITIVE PRODUCTS AND/OR 
VARIATIONS IN A SINGLE MANUFACTURER'S PRODUCT, THE METHODOLOGY 
IS DESIGNED TO AID MANAGEMENT IN SCREENING NEW PRODUCTS AND IN 
DETERMINING THE BEST COMBINATION Cf PRODUCT ATTRIBUTES FROM THE 
CONSUMER'S PERSPECTIVE. 


HAMILTON, H. RONALD. “SCREENING BuSINeSS OpporRTUNITIES,” Business Horizons, You. |/ 


cr «(107 op 120; 
(AUGUST, 1Q71}) | rr se Lo-Z4,. 


THE AUTHOR EXAMINES THE OVERALL PROCESS OF EVALUATING NEW PRO- 
DUCT OPPORTUNITIES, CORPORATE NEW PRODUCT EVALUATION IS SEEN AS A 
THREE-STEP PROCESS THAT INCLUDES (1) IDENTIFYING IDEAS (2) SCREEN- 
ING IDEAS AND (3) INTENSIVE EVALUATION OF IDEAS, [HE SCREENING 
PROCESS IS EXAMINED IN SOME DETAIL. A HYPOTHETICAL EXAMPLE IS USED 
AS A BASIS FOR A DISCUSSION OF THE KEY CONSIDERATIONS IN THE SCREEN- 
ING PROCESS, 


Littte, B. “New Focus on New Propuct Ipeas,” [He Business Quarrerty, Vor. 39 (Summer, 


1974), pp, 61-69, 


THE AUTHOR DISCUSSES THE PROCESS OF GENERATING AND SCREEN- 
ING 204 PRODUCTS WHICH WERE DEVELOPED BY CANADIAN CORPORATIONS, 
BOTH THE SOURCES OF NEW PRODUCT IDEAS AND THE MANNER IN WHICH THE 
FIRMS TREATED THE IDEAS ARE DISCUSSED, DATA IS PROVIDED ON THE 
CLASSIFICATION OF THE SOURCES OF THE IDEAS, 


McDonaLp, P.R, AND J.0, EAsTLAcK, “Top MANAGEMENT INVOLVEMENT WITH New PropucTs,” BusI- 


NESS HorIZONS, VoL. 14 (Decemper, 1971), op, 23-3], 


A TREND TOWARD EXPANDING THE ROLE OF TOP MANAGEMENT IN THE 
SCREENING PROCESS IS DISCUSSED, TRADITIONALLY MARKETING EXECUTIVES 
DID MOST OF THE SCREENING BUT RECENT EMPIRICAL EVIDENCE INDICATES 
THAT TOP MANAGEMENT IS TAKING A MORE ACTIVE ROLE IN SCREENING AND 
EVALUATION, THE IMPLICATIONS FOR THE ROLE OF THE MARKETING MANA- 
GER IN NEW PRODUCT SCREENING ARE DISCUSSED, 


Nrecsen, A.C., JR. “THE MounTING Pressure For Mew Propucts,” THe "IreLsen RESEARCHER, 
VoL. 31 No. 1 (1973), pr. 4-18. 


THE AUTHOR PRESENTS SOME EMPIRICAL EVIDENCE ON THE RATE OF 
INTRODUCTION OF NEW PRODUCTS AND SUBSEQUENT SUCCESS RATES FOR 
NEW PRODUCTS OVER THE TEN-YEAR PERIOD, 1962-71. 


Omera, J.T. “SELECTING PROFITABLE PropUCTS,” HARVARD BUSINESS REVIEW, (.IANUARY-FEBRUARY, 
1961), pp. 83-99, 


THE AUTHOR PRESENTS A RATING SYSTEM THAT CAN RE USED TO 
EVALUATE NEW PRODUCTS. A DETAILED DESCRIPTION OF THE KEY FAC- 
TORS OR ATTRIBUTES A PRODUCT SHOULD POSSESS ARE PRESENTED. AN 
EXAMPLE DEMONSTRATES HOW PROBABILITIES CAN BE ATTACHED TO THE 
KEY PRODUCT ATTRIBUTES BY DECISION MAKERS. 


Ricuman, B.M. “A RaTtine SCALE FOR Propuct INNovaTion,” Business Horizons, VoL. 6 


(SuMMER, 


Root, H. 


1962), pe. 37-44, 


THE AUTHOR PRESENTS A RATING SCALE THAT CAN BE USED TO 
SCREEN CANDIDATE PRODUCTS PRIOR TO MORE EXTENSIVE ANALYSIS. 
KEY ATTRIBUTES THAT NEW PRODUCTS SHOULD POSSESS ARE IDENTI- 
FIED AND A RELATIVE WEIGHTING SYSTEM FOR EACH OF THE ATTRI- 
BUTES IS DISCUSSED. A HYPOTHETICAL EXAMPLE IS USED TO 
DEMONSTRATE THE SCALE. 


Pau. “THE Use oF SuBJECTIVE PROBABILITY ESTIMATES IN THE ANALYSIS OF New PRo- 


pucTs,” IN [ARKETING INVOLVEMENT IN THE SOCIETY AND THE Economy, PHILLIP R. McDonaLD, &D. 


(CHicaco: AmeRICAN MarKETING AssocIATION Fau. ConFeReNceE Proceepines, 1969), pe, 2-207, 


THE AUTHOR DISCUSSES HOW THE NUMEROUS SIMULATION MODELS 
THAT ARE DESIGNED TO PROVIDE THE DECISION MAKER WITH COST SALES 
AND PROFIT INFORMATION CAN BE OPERATIONALIZED. THE NEW PRODUCT 
RESEARCH ACTIVITIES OF MANY LARGE INDUSTRIAL FIRMS ARE DISCUSSED. 
ADVANTAGES AND DISADVANTAGES OF THE SIMULATION PROCESS IS EMPHASIZED. 


SILK, ALVIN J, “PREFERENCE AND PERCEPTION MEASURES IN New PRopucT Development: AW Ex- 
POSITION AND Review,” SLOAN ManacemenT Review, (Far, 1969), pp, 21-57, 


THIS PAPER SUMMARIZES AND ASSESSES A METHODOLOGY THAT HAS 
BEEN PROPOSED FOR GUIDING THE DEVELOPMENT AND TESTING OF NEW 
PRODUCTS, THE APPROACH IS BASED ON A THEORY OF HOW PEOPLE 
RESPOND TO NEW OBJECTS, USING PREFERENCE AND SIMILARITY DATA 
OBTAINED WITH REFERENCE TO THE DESCRIPTION OF A NEW CONSUMER 
PACKAGED GOOD, PREDICTIONS ARE MADE ON HOW WELL A PRODUCT WILL 
PERFORM IN A TEST MARKET. | THOROUGH REVIEW OF THE WORK IN 
CONSUMER PREFERENCE PERCEPTION MEASURES IS PROVIDED. REFERENCES. 


Weiss, E. B. “New Propuct Evacuation Neeps Serious Revampins,” ApveRTISING Ace, (Decem- 
BER 15, 1969), pp, 59-60. 


WEISS CONTENDS, THAT AT EVERY STAGE OF NEW PRODUCT DEVELOP- 
MENT AND TESTING, THE EVALUATION PROCESS IS HAPHAZARD AND IRRA- 
TIONAL, COMPOUNDED BY RESISTANCE TO CHANGE. HE CRITICIZES 
INDUSTRY FOR HAVING NO STANDARD CRITERIA WHICH WOULD CONSTITUTE 
FORMAL CONSUMER TESTING. MANY NEW PRODUCT IDEAS POSSESS EXCEL- 
LENT POTENTIAL IF ONLY THEIR EVALUATIONS DIDN'T DESTROY THEM. 


Weiss, E. B. “SuasH New Propuct Sosts wiTH ConcepTuaL TesTinc,” ADVERTISING Ace, (FEBRUARY 
3, 1969), pp, 75-76, 


MEW PRODUCT INNOVATIONS FAIL MAINLY BEFORE MARKET TESTING 
THAN DURING AND AFTER. THE CONCEPTUAL TESTING OF PRODUCT INNOVA- 
TIONS CAN BE DEVELOPED WHEREBY CONCLUSIONS ARE RELIABLE AND LESS 
EXPENSIVE, DETERMINE THE NEED, DEFINE THE POTENTIAL AUDIENCE 
AND EVALUATE THE NEW PRODUCT BY CREATING A PROTOTYPE. 
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SECTION 5 
INTRA ORGANIZATIONAL PROBLEMS IN 
NEW PRODUCT DEVELOPMENT 


THE ARTICLES INCLUDED IN THIS SECTION OF THE BIBLIOGRAPHY ARE PRIMARILY CONCERIED 
WITH KEY QUESTIONS THAT ARISE AFTER A SIGNIFICANT NUMBER OF NEW IDEAS HAVE BEEN GENERATED 
BUT PRIOR TO INTRODUCING NEW PRODUCT IDEAS INTO THE MARKET. FIRST, ARTICLES ARE PRESENTED 
ON THE COMMUNICATION AND COORDINATION PROBLEMS THAT TYPICALLY EXIST BETWEEN THE RESEARCH 
AND DEVELOPMENT PERSONNEL ON THE ONE HAND AND MARKETING PERSONNEL ON THE OTHER. THESE 
INTRAORGANIZATIONAL PROBLEMS GENERALLY CENTER ON THE DIFFICULTY EACH GROUP HAS IN UNDER- 
STANDING THE OTHERS RESPECTIVE CAPABILITIES. MARKETING TYPES TEND TO UNDERESTIMATE THE 
VALUE OF BASIC OR EXPERIMENTAL RESEARCH. THEY EXPECT THE TECHNICALLY ORIENTED RESEARCH 
AND DEVELOPMENT PERSONNEL TO WORK PRIMARILY ON APPLIED RESEARCH THAT IS DIRECTED AT DE- 
VELOPING PRODUCTS TO SERVICE MARKETS WITH A MINIMUM DEVOTED TO EXPERIMENTAL RESEARCH THAT 
HAS LITTLE IMMEDIATE OR FORESEEABLE USE. THE RESEARCH AND DEVELOPMENT TYPES, ON THE OTHER 
HAND, ARE OFTEN TIMES NOT AS CONSCIOUS AS THEY SHOULD BE OF DIRECTING THEIR RESEARCH AND 
DEVELOPMENT EFFORTS TO DEVELOP NEW PRODUCTS THAT MEET CUSTOMER NEEDS. 


BALDRIDGE, J. VICTOR AND ROBERT BuRNHAM. “ORGANIZATIONAL INNOVATION: ORGANIZATIONAL, AND 


ENVIRONMENTAL IMPACTS,” ADMINISTRATIVE SCIENCE QuarTeRLy, Vor. 20 (June, 1975), pp, 1Ff 
1/6. 


THE RESULTS OF TWO RESEARCH PROJECTS ON ORGANIZATIONAL CHANGE 
ARE PRESENTED. THE ANALYSIS INDICATES THREE FINDINGS: (1) INDIVIDUAL 
CHARACTERISTICS, SUCH AS SEX, AGE, PERSONAL ATTITUDES, DO NOT SEEM 
TO BE IMPORTANT DETERMINANTS OF INNOVATIVE BEHAVIOR AMONG PEOPLE 
IN COMPLEX ORGANIZATIONS. HOWEVER, ADMINISTRATIVE POSITIONS AND 
ROLES DO SEEM TO HAVE AN IMPACT ON THE INVOLVEMENT OF THE INDIVID- 
UAL IN THE INNOVATION PROCESS, (2) STRUCTURAL CHARACTERISTICS OF 
THE ORGANIZATION, SUCH AS SiZE AND COMPLEXITY, STRONGLY AFFECT 
THE ORGANIZATION’S INNOVATIVE BEHAVIOR, AND (3) ENVIRONMENTAL IMPACT 
FROM THE COMMUNITY AND OTHER ORGANIZATIONS IS A MAJOR DETERMINANT 
OF AN ORGANIZATION’S INNOVATIVE BEHAVIOR, 


Brooks, RoBERT W. “*lew PropucTs AND THE CORPORATE PERSONALITY,” IN “ARKETING IN A CHANG- 
ING Hor”D, BERNARD A. MorIN, ED. (CuHicago: /mericin MarKETING Association, June, 1969), 
PP, FB, 


THE AUTHOR DISCUSSES THE NATURE AND IMPORTANCE OF SELECTING 
NEW PRODUCTS THAT MEET CORPORATE NEEDS AS WELL AS MARKET NEEDS. 
#E NOTES THAT CHANGES IN TECHNOLOGY, LIFE STYLE, DEMOGRAPHICS, 
AND AFFLUENCE TOGETHER WITH A JUSTIFIED FEAR OF BEING OBSOLETE] 
IN THE MARKETPLACE MUST BE CONSIDERED. [T WILL, HOWEVER, BE IN 
THE SELF INTEREST OF THESE CORPORATIONS TO CAREFULLY EXAMINE 
THEIR OBJECTIVES, RESOURCES, AND LIMITATIONS, I.£., THEIR 
“CORPORATE PERSONALITY,” BEFORE UNDERTAKING NEW VENTURES. 
ONLY AFTER SUCH A SELF-APPRAISAL ARE THE RISKS WORTH TAKING, 


Buuake, JOHN E. Jr. “Ten Mytus Apout flew Propuct Devecopment.” ResearRCH MANAGEMENT, 
(January, 1972), pp. 33-42, 


(LY TWO PERCENT OF NEW PRODUCT IDEAS ARE SUCCESSFULLY COM- 
MERCIALIZED. THIS IS DUE IN PART TO A NUMBER OF FALSE BELIEFS 
WHICH HAVE BECOME A PART OF R&D) PHILOSOPHY, AND PARTICULARLY OF 
THE NEW PRODUCT DEVELOPMENT PROCESS, SUCH MYTHS ARF DISCUSSED 
AND POSSIBLE ALTERNATIVES ARE SUGGESTED.” 


Carpozo, RICHARD fl., IvAN Ross AND WitLIAM Rupeius. “New Propuct TeciSions BY MARKETING 
Executives: A CompuTer-ConTROLLED EXPERIMENT,” JOURNAL OF MarRKETING, (January, 1972), 
pp, I-16, 


THE AUTHORS EXPLORE BOTH THE AMOUNT AND TYPE OF INFORMATION 
COLLECTED AND ITS IMPACT ON THE NEW PRODUCT DECISION MAKING PRO- 
CESS. THIS IS EXAMINED FROM THE VIEWPOINT OF BOTH THE RESEARCHER 
AND THE MARKETING MANAGER, 


CRAWFORD, MERLE C. "MARKETING RESEARCH AND THE New Propuct Farwure Rate,” JOURNAL OF Mar- 
KETING, Vo. 41 No. 2, pp. 51-61, 


i2W PRODUCTS CONTINUE TO FAIL AT AN ALARMINGLY HIGH RATE 
DESPITE THE MANY RECENT ADVANCES IN MARKETING RESEARCH METHODS. 
THE AUTHOR ATTEMPTS TO EXPLAIN THIS PHENOMENON BY GENERATING A 
NUMBER OF HYPOTHESES THAT CENTER ON MANAGEMENT AND ORGANIZA- 
TIONAL PROBLEMS RATHER THAN ON THE NATURE OF MARKETING RESEARCH 
TOOLS PER SE. 


CzepieL, JOHN A, “PATTERNS OF INTERORGANIZATIONAL COMMUNICATIONS AND THE DIFFUSION OF A 
MaJOR TECHNOLOGICAL INNOVATION IN A COMPETITIVE INDUSTRIAL CommuniITy,” ACADEMY OF /MANAGE- 
MENT JourNAL, Vor. 16 (Marcu, 1975), pe, 6-24, 


THE EFFECTS OF INTERORGANIZATIONAL COMMUNICATION AND POSI- 
TION IN INFORMAL COMMUNICATIONS NETWORKS ON THE DECISION TO A- 
DOPT A MAJOR TECHNOLOGICAL INNOVATION ARE STUDIED. BASED ON 
THE SOCIOLOGICAL DIFFUSION MODEL, A FUNCTIONING INTERORGANIZA- 
TIONAL COMMUNICATIONS NETWORK WAS FOUND TO BE ACTIVE IN THE 
DIFFUSION PROCESS. 


Dieu, Rick W. “AcHievinc SuccessFu Innovation,” MicHican Business Review, Vor. 24 
(Marcu, 1972), pe. 6-10, 


SUCCESSFUL INNOVATION IS THE KEY TO ACHIEVING GROWTH IN 
SALES AND PRODUCTS. MARKETING’S JOB 13 A COMPLETE ASSIGNMENT 
IN COMMUNICATION WITH MANAGEMENT, CUSTOMER AND R&D, THE PosI- 
TION TAKEN BY THE AUTHOR IS THAT THE COMMUNICATIONS LINK WITH 
R&D MOST OFTEN FAILS AND NEEDS IMMEDIATE ATTENTION. THREE 
AREAS OF IMPORTANCE (COMPANY INTERNAL ENVIRONMENT, ERRORS OF 
EMOTION, EXECUTION OF INNOVATION) ARE OUTLINED AND DISCUSSED. * 


Fuumer, Ropert M, “PRACTICE AND PHILOSOPHY OF PRopucT MANAGEMENT,” IN MARKETING IN A 
CHANGING Wor”p, Bernarp A. Morin, ep. (Cuicaco: American MarKeTING AssociaTIOn, June, 1969), 
op, 104-107, 


PRODUCT MANAGERS ARE BECOMING MORE COMMONPLACE IN MARKETING 
ORGANIZATIONS. THE AUTHOR EXAMINES CRITERIA FOR SELECTION, PLACE 
IN THE ORGANIZATION, AND TYPE OF AUTHORITY INVOLVED IN THE POSITION, 


Grayson, RoperT A. “IF You bo.ee Mew Propucts You Better (Reanize To Gt Tem,” iy MarKey 
a ae \ 7 


ING IN A CHANGING WorLp, Bernarp A. Morin, ep. (Ciicaco: /MeRicANn Maer Tine Assi 
June, 1969), pe, 75-79, 


THE PURPOSE OF THIS PAPER IS TO EXPLAIN HOW ONE TYPE Of 
FORMAL CORPORATE ORGANIZATION STRUCTURE WORKS MORE EFFICIENT! 
THAN ANOTHER TYPE IN THE DEVELOPMENT OF NEW PRODUCTS. = INCLUDE! 
IN THIS PAPER ARE THE RESULTS OF RESEARCH CONDUCTED AMONG THt 
125 LARGEST CONSUMER PACKAGE GOODS COMPANIES IN THE LINITED 
STATES. 


Huavacek, James 1). “Towarp lore SuccessFuc Venture Manacement,” JOURNAL oF MARKETING, 
Vor. 38 (Actoper, 1974), pp, SAH, 


THE AUTHORS PROVIDE AN IN-DEPTH LOOK AT 7] VENTURE MANAGE 
MENT FAILURES AT 17 LARGE CORPORATIONS, METHODOLOGY, VENTURE 
STAGES AND FAILURES WITH SUGGESTIONS FOR MORE SUCCESSFUL VEN- 
TURE MANAGEMENT ARE OUTLINED. * 


Jackson, Davip H. “Tew Propuct “waacenent,” Mayacement Accountine, Clury, !874), 
PP, 5-56. 


NEW PRODUCT DEVELOPMENT IS EXAMINED IN TERMS OF THE 
MANAGERIAL PDOCESS AND ITS RELATED INFORMATION SYSTEM, oop 
COMMUNICATIONS AND SOUND JUDGEMENT WILL ADD THE NECESSARY 
DIMENSION OF FLEXIBILITY TO THE REPORTED DATA. JHE INFORMATION 
SYSTEM OUTLINED EMPHASIZES THOROUGH DOCUMENTATION, FEEDRACK 
AND CONTROL.” 


Keviey, Eucene J, anp Wiuwiay Lazer. "“Manacine TNNovATION IN MarKeTiNnG,” ADVANCED MANAGE 
MENT-OFFICE Executive, Vor. 1 fh. 7 Glury, 1962), pe, IA-15, 


MANAGEMENT MUST RECOGNIZE THE NECESSITY FOR PLANNING, ORGA 
NIZING, AND CONTROLLING PRODUCT AND PROCESS INNOVATION IN THE 
DEVELOPMENT OF MARKET OPPORTUNITIES. [“WRKETING MANAGERS MUST DE- 
VELOP A FRAMEWORK FOR ANALYSIS OF THE PROBLEMS AND OPPORTUNITIES 
INVOLVED IN PROGRAMMED INNOVATION, ACTIVITIES BASIC TO INNOVATION 
MANAGEMENT ARE IDENTIFIED AND RELATED TO TWO EXAMPLES OF THE IN- 
NOVATION PROCESS, 


A 


Levitt, THEopore. “MARKETING Myopia,” Harvagp Business Review, (Jucy-Aucust, 1960), 
pp, 45-5, 


IN A NOW CLASSIC ARTICLE, LEVITT WARNS AGAINST DEFINING A 
BUSINESS TOO NARROWLY. HE NOTES THAT THE ENTIRE CORPORAT'ON 
MUST BE VIEWED AS A CUSTOMER CREATING AND SATISFYING ORGANISM 
TO INSURE A MEASURE OF LONG TERM EXISTENCE. 


Luck, Davin J. “INTERFACES oF A PropucT Manacer,” JourNAL oF MarxeTiInG, (OcToper, 1969), 
pp, 32-%, 


PRODUCT MANAGEMENT IS BECOMING BOTH MORE PERVASIVE AND 
COMPLEX AS FIRMS TEND TOWARD DIVERSIFICATION. ‘HE AUTHOR DIS- 
CUSSES THE NATURE OF THE ACTIVITIES PRODUCT MANAGERS ARE IN- 
CREASINGLY BECOMING INVOLVED WITH, 


MorAN, WicttaM T, “Wey few Propucts Fait.” Journal oF ApverTISING RESEARCH. VoL. 13 
(Aprit, 1973), pp, 5-13, 


TWO MAJOR NEW PRODUCT DEVELOPMENT QUESTIONS DISCUSSED IN 
THIS ARTICLE ARE: 1) Do€S THE SYSTEM DELIVER TO EVERY CORNER 
OF SOCIETY THE WANTS AND NEEDS WHICH ARE BASIC NOT ONLY TO SUR- 
VIVAL BUT TO HUMAN DIGNITY AND SELF-RESPECT? AND 2) Does THE 
SYSTEM PERMIT PERCEPTION OF AND DELIVERY OF HIGHER-ORDER SATIS- 
FACTIONS? THE AITTHOR URGES PROLIFERATION OF CHOICE AND THE 
RIDDING OF THE FUNDAMENTALIST NOTION OF PRESCRIBING FUNCTIONS 
FOR OTHERS. * 


Muse, WILLIAM V, AND RoperT J, KERGERREIS. “TECHNOLOGICAL INNOVATION AND MARKETING MANAGE- 
MENT: IMPLICATIONS FOR CORPORATE PoLicy,” JOURNAL OF MarKETING, VoL. 33 No. 4 (OcToper 
1969), pp, 3-9, 


LITTLE DIRECTION TO RESEARCH AND DEVELOPMENT EFFORTS AND 
THE LACK OF A MARKETING ORIENTATION HAVE CONTRIBUTED TO THE 
HIGH FAILURE RATE IN NEW PRODUCT INTRODUCTIONS, HE AUTHORS 
DISCUSS SOME OF THE PROBLEMS IN NEW PRODUCT DEVELOPMENT AND 


SUGGEST THREE APPROACHES AS PARTIAL SOLUTIONS FOR THE DILEMMAS IN 
MANAGEMENT ORGANIZATION, EXECUTIVE & 
THE PLANNING PROCESS. 


PEScEMIER, FOGAR A, AND H, Pain Ronr. Tie 1} MENS TON’ 43 Ney + mT c ANN Ne k URNAL 
oF fwrexetins, Vor. 37 Clianuary, 1973), er. 11-18, 


THE APPLICATION OF PLANNING MODELS ARE EXAMINED IN FOUR 
STAGES OF NEW PRODUCT PLANNING: SEARCH, SCREENING, MARKET 
STRUCTURE ANALYSIS AND VENTURE ANALYSIS, EMPHASIS IS PLACED 
ON THE ROLE THESE MODELS PLAY IN GATHERING AND ANALYZING IN 
FORMATION FOR THE PURPOSE OF IMPROVING ORGANIZATIONAL PERFORM 
ANCE.” 


Roperts, 8.W. ano J.E. Burke. “Six New Propucts - Wat Mape THem Successruc,” Resgarcy 
MANAGEMENT, Vor. 17 (May, 1974), pr. 21-24, 


THE AUTHORS DISCUSS THE IMPORTANCE OF COORDINATING NEW PRODUCT 
RESEARCH ACTIVITIES BY CHECKING TO SEE IF THE RESEARCH ORGANIZATION 
HAS THE TECHNICAL RESOURCE NECESSARY TO DEVELOP PRODUCTS TO MEET 
IDENTIFIED MARKET NEEDS. SIX NEW PRODUCT CASE HISTORIES ARE 
PRESENTED. 


Summers, JoHN 0, “Mew PropucT INTERPERSONAL COMMUNICATIONS,” IN RELEVANCE IN MARKETING 
AND MARKETING IN MoTion, Fren C. Aucvine, ep. (CHicaco: American MarKeTING AssociATION, 
Decemper, 1971), pe. 4278-433, 


THIS PAPER INVESTIGATES THE DYNAMICS OF INTERDCRSONAL COM 
MUNICATIONS IN FOUR NEW PRODUCT SETTINGS, THE RESEARCH FOCUSES 
ON THE INTERACTION DYAD AS THE BASIC UNIT OF ANALYSIS, JJATA 
ARE PRESENTED ON: |) THE EXTENT OF INFORMATION SEEKING IN INTE! 
PERSONAL CHANNELS; 2) THE LEVEL OF OWNERSHIP AND PRODUCT COMPE 
TENCE OF TRANSMITTERS; 5) CHARACTERISTICS OF THE INTERACTION DYAD; 
AND 4) SOCIAL SETTING FOR NEW PRODUCT DISCUSSIONS, 


TerrRY, HERBERT AND STEPHEN F, Nacy. “A Crosecy Manacep Activity: Frrective Propuct De- 


VELOPENT,” INDUSTRIAL RESEARCH, (Aucust, 1974), pp, 38-41, 


THE AUTHORS NOTE THAT, THROUGHOUT THE RESEARCH CYCLE THE 
FIRM MUST MAINTAIN A PLANNED REVIEW OF THE BUSINESS CRITERIA 
AND A PERSISTENT EFFORT TO MEASURE RESEARCH RESULTS AGAINST 
THEM. FRUITFUL PRODUCT DEVELOPMENT REQUIRES THAT CREATIVITY 
BE ENCOURAGED TO FLOURISH, THAT IT BE CHANNELED TOWARDS A 
DEFINED BUSINESS GOAL, AND THAT TIGHT CONTROLS BE APPLIED TO 
THE IMPLEMENTATION ELEMENTS OF THE DEVELOPMENT PROCESS. 


Vinson, DONALD E. AND JoHN H. Jackson. “NewPRopucT IDEAS Neep SPECIAL MANAGEMENT,” 


MANAGEMENT Review, (Decemper, 1973), pp. 24-29, 


LEVELS OF PRODUCT PLANNING, REPRESENTING SPECIFIC KINDS OF 
OVERALL MANAGEMENT ACTIVITY, ARE DISCUSSED, WITH CONCENTRATION ON 
THE PROGRESS OF A NEW-PRODUCT IDEA THROUGH THE DEVELOPMENTAL 
STAGE. CREATING A CLIMATE OF ACCEPTANCE, COORDINATING SUCCESSIVE 
PHASES AND THE FIRST MANAGEMENT REVIEW ARE TOPICAL HEADINGS. 


Wiuctams, D.J. “A Stupy oF a Decision Moper For R&D Provect Sevection,” OPERATIONAL RE- 


SEARCH QUARTERLY, VoL. 20 No. 3 (SepTemper, 1969), pp. 361-373. 


1HIS PAPER REPORTS A STUDY MADE DURING 1966 WITHIN THE 
BRISTOL WORKS OF THE BRITISH AIRCRAFT CORPORATION GuIDED’ WEAP- 
ONS DIVISION INTO THE EVALUATION AND SELECTION OF COMPANY FUNDED 
R&D PROJECTS. AFTER IDENTIFYING THE OBJECTIVES AND SELECTION 
CRITERIA USED BY THE DECISION-MAKERS INVOLVED IN THE SELECT/ON 
PROCESS AN ATTEMPT WAS MADE TO ESTABLISH THE RELATIVE IMPORTANCE 
OF AND INTERACTIONS BETWEEN THE VARIOUS FACTORS, WITH A VIEW TO 
DERIVING A MODEL BASED ON A PROJECT SCORING SYSTEM USING A 
WEIGHTED SUM OF FACTOR SCORES. HOWEVER, ANALYSIS OF THE RESULTS 
OBTAINED SHOWED THAT EACH DECISION-MAKER HAD A DIFFERENT PERCEP- 
TIO. OF THE RELEVANCE AND IMPORTANCE OF THE VARIOUS FACTORS TO 
THE OBJECTIVES, SO THAT INSUFFICIENT DATA WERE OBTAINED TO ACHIEVE 
A FULLY REPRESENTATIVE MODEL. IT WAS SHOWN THAT FOR SUCH A MODEL 
TO USEFULLY REPRESENT THE REAL SITUATION, THE INTERDEPENDENCE OF 
THE SELECTION CRITERIA AND OBJECTIVES MUST BE EXPLICITY ESTAB- 
LISHED, REFERENCES.” 


SECTION 6 
ECONOMIC ANALYSIS AND PORTFOLIG ASSESS*ENT 


A SECOND KEY QUESTION CONCERNS THE TYPE OF ECONOMIC OR FINANCIAL ANALYSIS THAT IS 
CONDUCTED ON EACH OF THE CANDIDATE PRODUCTS IN ORDER TO SELECT THE PRODUCTS THAT ARE 
FORMULATED FOR PROTOTYPE DEVELOPMENT AND TEST MARKETING. ARTICLES ARE INCLUDED THAT PRE- 
SENT ANALYTICAL TECHNIQUES RANGING FROM RELATIVELY SIMPLE CHECKLISTS OF KEY ATTRIBUTES 
PRODUCTS SHOULD POSSESS IN ORDER TO BE SUCCESSFUL TO THE MORE SOPHISTICATED QUANTITATIVE 
TECHNIQUES PRESENTED IN THE LITERATURE OF ECONOMICS, FINANCE, AND ACCOUNTING. A BASIC 
QUESTION THAT THESE ARTICLES ADDRESS IS WHETHER EACH CANDIDATE NEW PRODUCT SHOULD BE 
EVALUATED INDIVIDUALLY OR AS PART OF THE FIRMS PORTFOLIO OF PRODUCTS, HOPEFULLY, THESE 
ARTICLES SHED LIGHT ON THIS ISSUE, 


ALEXANDER, R.S, “THE DEATH AND BuriAL oF ‘Sick’ Propucts,” JournaL of MarveTInG, VoL. 28 
No. 2 (APRIL 1964), PP, 1-7, 


PRODUCTS, LIKE MEN, ARE MORTAL. THEY FLOURISH FOR A TIM, 
THEN DECLINE AND DIE. WHILE THE DEATH OF A MAN IS CATASTROPHIC 
IN THE SENSE THAT IT OCCURS AT A SPECIFIC POINT IN TIME, THAT OF 
A PRODUCT TENDS TO BE AN INDEFINITE PROCESS THAT MAY CONTINUE UN- 
TIL ITS LAST USER FORGETS THAT IT EVER EXISTED AND SO WILL NO 
LONGER TRY TO BUY IT, JHE AUTHOR PRESENTS A THOUGHTFUL AND 
PRACTICAL PLAN FOR SELECTING PRODUCTS FOR ELIMINATION; GATHER- 
ING INFORMATION ABOUT THEM; MAKING DECISIONS ABOUT THEM; AND, IF 
NECESSARY, REMOVING THE DOOMED PRODUCTS FROM THE LINE. 


Bertas, Cart J, AND A, Coskun Samul. “TmMprovinc New PRODUCT PLANNING WITH GERT SIMULATION, 


CALIFORNIA MANAGEMENT Review, Vor. 15 (Sumer, 1975), pp. 14-21, 


GERT SIMULATION IS AN EFFECTIVE TECHNIQUE FOR PLANNING THE 
TIME AND COST REQUIREMENTS OF A NEW PRODUCT INTRODUCTION WHICH 
MAY INVOLVE EVALUATING ALTERNATIVE CONFIGURATIONS OF THE COMPON- 
ENT ACTIVITIES. SIMPLICITY OF DATA INPUT AND A SIMILARITY TO 
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PERT ARE IMPORTANT ADVANTAGES TO THE USER. MAJOR OBJECTIVES PUR- 
SUED ARE 1) REVIEW OF EXISTING MODELS 2) DISCUSSION OF KEY CHARAC- 
TERISTICS OF GERT SIMULATION 3) USE OF GERTS AS A PLANNING AND 
CONTROL TOOL. * 


EDELMAN, FRANZ, AND JoeL S. GREENBERG. “VENTURE ANALYSIS: THE ASSESSMENT OF UNCERTAINTY 
AND Risk,” FINANCIAL Executive, (Aucust, 1969), pr. 56-f2. 


THE AUTHORS DESCRIBE THE VENTURE ANALYSIS TECHNIQUE AND DIS- 
TINGUISH IT FROM CONVENTIONAL SINGLE POINT ESTIMATES. THEY ALSO 
BRIEFLY DISCUSS THE RELATIVE ROLES OF RISK ANALYSIS AND SIMULATION 
AS COMPONENTS OF VENTURE ANALYSIS. THE INFORMATIONAL INPUT RE- 
QUIREMENTS TO THE VENTURE ANALYSIS MODEL ARE DISCUSSED AND A HYPO- 
THETICAL VENTURE ANALYSIS IS PRESENTED, 


Fox, HarowD W. “Propuct Lire Cycue--Ay Ap To FINANCIAL ADMINISTRATION,” FINANCIAL EXECU 
tive, (Apric, 1973), pp. 28-54. 


BUSINESS NEEDS AN OPERATIONAL AND FINANCIAL SYSTEM WHICH IS 
MORE SENSITIVE TO CRITICAL EVENTS THAN TO FIXED DATES AS IS THE 
TRADITIONAL FISCAL YEAR CONCEPT. THE ARTICLE PRESENTS A SYSTEM 
BASED ON PRODUCT LIFE CYCLES THAT CAN SATISFY THIS OBJECTIVE, 


GoTTLies, Morris J. AND IRVIN RoSHWALD. “THE ‘Present VALUE’ Concept IN EVALUATING New 
PropucTs,” IN [few IDEAS For SuccessFuL MARKETING, JOHN S. WRIGHT AND Jac L. GOLDSTUCKER, 


Eps. (CyHicaco: AMERICAN MARKETING AssocIATION, June, 1969), pp. 387-40. 


THE DISCUSSION IS DIRECTED AT EVALUATING THOSE PROJECTS PRE- 
SENTED TO MARKETING MANAGEMENT AND SELECTING THOSE THAT ARE MOST 
PROMISING. THE EVALUATION METHODS DEVELOPED MAKE IT POSSIBLE TO 
COMPARE RESEARCH INVESTMENTS WITH ANY OTHER TYPE OF INVESTMENT 
SUCH AS MARKETING INVESTMENTS, NEW BUILDINGS OR FACILITIES, ACQUI- 
SITIONS OF NEW COMPANIES. THE CRITERIA FOR THE EVALUATION AND 
SELECTION OF PROJECTS ARE BASED ON ESTIMATED CASH FLOWS. JHE 
RECOMMENDED ANALYTICAL TECHNIQUE FOR COMPUTING THE EXPECTED RE- 
TURN OF AN INVESTMENT EXPENDITURE IS THE PRESENT VALiIE METHOD, 


THIS CONSISTS OF DISCOUNTING, BY THE FIRM’S MARGINAL COST OF CAPI- 

TAL, THE INCREMENTAL CASH BENEFITS EXPECTED OVER THE LIFETIME OF 

THE PROJECT MINUS THE INCREMENTAL CASH EXPENDITURES RESULTING FROM 

IT, 
Goutp, Doustas P, “OPporTuniTy ACCOUNTING FoR PropucT Line Decisions.” MANAGEMENT 
Accountinc, (APrit, 1969), ep. 38-48. 


THE AUTHOR PRESENTS A STEP-BY-STEP ILLUSTRATION OF HOW PRO- 
DUCT LINE DECISIONS CAN BE MADE USING A COMBINATION OF SOME TRA- 
DITIONAL TOOLS. JHE TOOLS INCLUDE BREAKEVEN ANALYSIS, DISCOUNTED 
CASH FLOW, AND PRICE/VOLUME ANALYSIS, 


Green, Pau. E. “Bayesian STATISTICS AND Propuct Decisions,” Business Horizons, (FALL, 1967), 
pp, 10]-109, 


THE AUTHOR DISCUSSES HOW THE OVERALL QUALITY OF NEW PRODUCT 
DEVELOPMENT DECISIONS CAN BE IMPROVED BY APPLYING STATISTICAL DE- 
CISION THEORY. THE KEY COMPONENTS OF DECISION THEORY ARE DISCUSSED 
AND AN APPLICATION IS PRESENTED, 


Green, Pau. “Decisions Invoivinc Hic Risk.” Apyancep Manacement--Orrice Executive, 
(AcToper, 1962), pe. 18-21, 23, SH. 


IN THIS CLASSIC ARTICLE, THE AUTHOR DISCUSSES HOW A BAYESIAN 
DECISION THEORY APPROACH CAN BE USED TO IMPROVE THE QUALITY OF 
“APITAL INVESTMENT DECISIONS. THE ARTICLE OUTLINES THE STEPS 
NECESSARY TO IMPLEMENT THE PAYESIAN APPROACH AND PROVIDES AN 
EASILY UNDERSTANDABLE EXAMPLE, 


HAMELMAN, PauL W. AND EDwarD /4, ilazze. “ImMprovinc Propuct Aganponment Decisions.” 


JOURNAL OF MARKETING, (Apric, 1972), pe, 22h, 


THIS ARTICLE DESCRIBES A PRODUCT REVIEW AND EVALUATION MODEL 
CALLED PRESS, THE MODEL USES BOTH INTERNAL(STANDARD COST ACCOUNTING 


DATA) AND EXTERNAL \WMARKET DATA) INFORMATION, A DETAILED EXPLA: 
NATION 1S PROVIDED. 
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Hertz, Davip B. “INVESTMENT POLICIES THAT PayorF,” JHE Harvarp Business Review, (JANU- 
ary-Fepruary, 1968), pe. 9-108, 


HERTZ UPDATES HIS EARLIER ARTICLE (1964) AND DISCUSSES THE 
NATURE OF A SIMULATION APPROACH TO ANALYZING THE RISKINESS OF 
VARIOUS ALTERNATIVE INVESTMENT PROJECTS. HE ALSO DISCUSSES HOW 
RISK SENSITIVE INVESTMENT POLICIES CAN BE OPERATIONALIZED 
THROUGH AN EXAMPLE WHERE THE RESULTS OF THREE DIFFERENT TYPES 
OF INVESTMENT POLICIES ARE COMPARED. AN EXCELLENT PRESENTATION 
OF THE EXAMPLE MAKES THIS ARTICLE EASILY UNDERSTANDABLE. 


Hertz, Davip B. “Risk AvaLysis IN CAPITAL INVESTMENT,” JHE Harvarp Business Review, 
Vor. 42 No. 1 (January-Fepruary, 19641), pp, 95-19, 


THE BASICS OF A COMPUTER-BASED SIMULATION CALLED “RISK-ANALY- 
SIS” ARE PRESENTED. THE AUTHOR DISCUSSES THE KFY FACTORS THAT MUST 
BE CONSIDERED WHEN MANAGEMENT ATTEMPTS TO ESTIMATE THE FINANCIAL 
CONSEQUENCES OF THE INVEST“©NT PROJECTS BEING CONSIDERED. A cOM- 
PREHENSIVE EXAMPLE OF A DECISION BETWEEN TWO ALTERNATIVES IS USED 
TO DEMONSTRATE THE RISK ANALYSIS PROCEDURE. 


Impro, AnpReW. "“tlew Propucts AND THEIR ReLaTep Costs,” Manacement Accountine, (Aucust, 
1971), pr. 43-44, 


WHEN A NEW PRODUCT IS CONTEMPLATED BY A MANUFACTURER, IT 
MUST PROGRESS THROUGH THREE STAGES, EACH OF WHICH MAY BE VIEWED 
AS AN INDIVIDUAL PROGRAM. THE AUTHOR IDENTIFIES EACH STAGE AS 
A COST CENTER AND CALLS FOR AN ECONOMIC EVALUATION OF EVERY 
PRODUCT AFTER EACH STAGE. 


Monroe, Kent, B, €T AL. OD 


PROBLEM, IN tweuerine W617 ap Bevo, a — ED, (Curcaco: AMERICAN 
MARKETING AssocIATION, Aucust, 1976), pr. 493-497, 


THE PRODUCT MIX PROBLEM IS EXPLORED USING A RELATIVELY 
SOPHISTICATED INTEGER PROGRAMMING APPROACH. PARAMETER -STIMATION 
PROBLEMS AND VARIATIONS IN THE MODEL’S APPLICATIONS ARE ALSO DIS- 
CUSSED. 


LeweLLEN, WicBur G. “A ConcepTuaL Reappraisac oF Cost oF CAPITAL,” ELNANCIAL MANAGEMENT. 
(Winter, 1974), pp. 63-70, 


THE NATURE OF THE TERM “COST OF CAPITAL” IS EXAMINED IN 
ORDER TO REDUCE THE AMBIGUITY CONCERNING ITS MEANING. THE 
AUTHOR DISCUSSES WHY IT SHOULD SIMPLY BE DEFINED AS THE CRI- 
TERIA FOR INVESTMENT PROJECT APPRAISAL. MORE SPECIFICALLY, 

IT IS THE DISCOUNT OR CAPITALIZATION RATE THAT IS COMMEN- 
SURATE WITH THE BASIC BUSINESS RISK OF THE PROJECT UNDER CON- 
SIDERATION. THE CAPITAL ASSET PRICING MODEL IS SUGGESTED AS 

A TECHNIQUE FOR ESTIMATING THE APPROPRIATE CAPITALIZATION RATE. 


LEWELLEN, WiuBUR G. AND MicHacL S, Lonc. “SIMULATION Versus SineLe-VaLue ESTIMATES IN 
CapiTaL ExpenpiTure Anaysis,” Decision Sciences, (Actoper, 1972), pe. 19-4, 


SEVERAL SELECTED ASPECTS OF EVALUATING CAPITAL EXPENDITURES 
ARE EXAMINED. IN PARTICULAR, SIMULATION OVER A DISTRIBUTION OF 
OUTCOMES IS COMPARED TO SINGLE VALUE EXPECTED RETURN MEASURES. 
THEY ARE COMPARED GIVING SPECIAL EMPHASIS TO (1) TECHNICAL NA- 
TURE OF THE RATE OF RETURN CALCULATION (2) UNCERTAINTIES ABOUT 
PROJECT LIVES (3) ASYMETRIES iN CASH FLOW DISTRIBUTION (4) 
INTERDEPENDENCIES AMONG CORPORATE CASH FLOWS AND (5) THE DIS- 
TINCTION BETWEEN PROJECT RISK AND PORTFOLIO RISK. 


Loncpottom, D. A. “THE APPLICATION OF Decision ANALYSIS To A Vew Propuct PLANNING TEcISION.” 
OPERATIONAL RESEARCH uaRTERLY, Vor. 24 (MarcH, 1973), pp, 9-17, 


A DESCRIPTION IS PROVIDED OF THE WAY IN WHICH TECHNIQUES OF 
DECISION ANALYSIS WERE USED TO EVALUATE THE PROFITABILITY OF 
ACQUIRING RESOURCES TO MANUFACTURE REFRIGERATED CONTAINER UNITS 
ON A REGULAR BASIS, IN PARTICULAR, THE STUDY PRESENTS GUIDE- 
LINES TO MANAGEMENT FOR PLANNING PRODUCTION CAPACITIES IN TERMS 
OF MANPOWER AND FACTORY FLOOR SPACE OVER AN LI-YEAR PERIOD A’ 
WELL AS INDICATING OPTIMUM PRICE LEVELS FOR THE CONTAINER UNITS, 
THE ANALYSIS RELIES HEAVILY ON THE USE OF SUBJECTIVE PROBABILITY 
ASSESSMENTS TO FORECAST FUTURE VALUES OF WORLD MARKETS AND COMPANY 
MARKET SHARE IN AN UNCERTAIN ENVIRONMENT. SOME GENERAL POINTS ARE MADE 
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ON THE PROBLEMS AND BENEFITS OF APPLYING DECISION ANALYSIS TO 
PRACTICAL DECISION PROBLEMS.” 
“uLLICK, SATINDER K. AND Donato ?, Haussener. “Propuct Decisions For New Propucts,” 
MANAGEMENT /iccounTING, (Aucust, 1974), pe. 27-32. 


CASE STUDY AT CorRNING GLASS ORKS, UTILIZING SIMULATION 
MODELS AND THE TEAM CONCEPT, ENARLED THE FIRM TO DEVELOP SUF=I- 
CIENT DETAIL TO ACCURATELY ESTIMATE COSTS UNDER VARYING CONDI- 
TIONS. DUE TO LOW YIELD AND MACHINE UTILIZATION RATES, THE 
STANDARD VARIABLE COSTS WERE HIGHER THAN THE SELLING PRICE, 

THE MORE UNITS PRODUCED, THE LARGER THE FINANCIAL LOSS, 
INCLUDES SUMMARY PRODUCTION REPORTS, FLOW CHART AND PRO- 
DUCTION PROCESS MODELS. 


Mucins, PeTeR L. “INTEGRATING MARKETING AND FINANCIAL ConcePpTs IN Propuct LIne EvALuA- 
TIONS,” FINANCIAL Executive, (May, 1972), pp. 32-38, 


A METHOD FOR COMPARING THE PERFORMANCE OF VARIOUS PRODUCT 
LINES IN DIVERSIFIED COMPANIES IS PRESENTED. IN EXAMPLE ILLUS- 
TRATES THE AUTHOR’S SUGGESTED TECHNIQUE, 


PESSEMIER, Epaar, AND H. Paut Root. “THE DIMENSIONS OF flew PropucT PLANNING,” JOURNAL OF 
{WRKETING, Vor. 3/7 (January, 1973), pe, 19-18. 


THE PRIMARY MODELS USED IN (1) DEMAND ANALYSIS AND (2) IN- 
VESTMENT ANALYSIS ARE PRESENTED. THE OBJECTIVE IS TO SHOW HOW 
THE INFORMATIONAL INPUTS TO THE TWO MODELS MUST BE COORDINATED 
IF BOTH ARE TO BE SUCCESSFULLY USED IN THE NEW PRODUCT EVALUATION 
PROCESS, 


Rao, VITHALA R., AND Seymour Smipt. “A Mopet For MuctiperRrop Evaluation oF New PRopUcT 


INVESTMENTS,” IN 1975 COMBINED PROCEEDINGS OF THE /MERICAN MARKETING ASSOCIATION, EDWARD 
M, Mazze, €D., Sertes flo, 37, 1975, 


THE AUTHORS PROVIDE A CONCEPTUAL FRAMEWORK FOR EVALUATING NEW 
PRODUCT INVESTMENT DECISIONS THAT TAKE RISK, TIME INTERDEPENDENCE, 
AND EXPECTED ECONOMIC CONDITIONS INTO ACCOUNT. [HE MODEL IS 


GENERALIZED TO SEVERAL DECISION ENVIRONMENTS AND AN ILLUSTRATION 
IN ONE OF THE ENVIRONMENTS IS PROVIDED TO DEMONSTRATE THE USE OF 
THE MODEL. 


Root, H. Pau. “New PropucT INvesTMENT Decisions: THE PROCESS AND PRocEDURES,” IN RELE- 
VANCE _IN MARKETING AND MarKETING IN AcTion, Frep C. ALLvine, ED. (Cuicaco: Compinep Pro- 


CEEDINGS OF THE AMERICAN IARKETING Assoc1ATION, 1971), pp. 147-1), 


THIS PAPER IS ADDRESSED TO PERSONS CONCERNED WITH IMPROVING 
THE WAY IN WHICH NEW PRODUCT INVESTMENT DECISIONS ARE MADE IN 
FIRMS, OVER THE YEARS, THERE HAVE BEEN A VARIETY OF SUGGESTIONS 
MADE ON HOW THIS PROCESS MIGHT BE IMPROVED. THE SUGGESTIONS HAVE 
RANGED FROM URGING THE USE OF MORE FORMAL QUANTITATIVE TECHNIQUES 
TO CHANGING THE WAY IN WHICH PRODUCT GROUPS ARE ORGANIZED. THERE 
HAS BEEN LITTLE RECOGNITION THAT THERE MUST BE A RELATIONSHIP BE- 
TWEEN THE ORGANIZATIONAL CHANGES AND THE PROCEDURES USED TO SUM- 
MARIZE INFORMATION. AS A RESULT, THE LITERATURE ON PRODUCT PLAN- 
NING CONTINUES TO BE CLASSIFIED AS EITHER ORGANIZATIONAL OR PRO- 
CEDURAL. THE FOCUS SHOULD BE ON LOOKING AT ALTERNATIVE WAYS OF 
CHANGING STANDARD OPERATING PROCEDURES. THE PURPOSE OF THIS 
PAPER IS TO SHOW THAT A BETTER UNDERSTANDING OF THE RELATIONSHIPS 
BETWEEN PROCEDURE AND STRUCTURE IS NECESSARY TO ACHIEVE THE GOAL 
OF THE “RIGHT PRODUCT AT THE RIGHT PRICE.” 


VAN HorNE, JAMES C, “THE ANALYSIS OF UNCERTAINTY RESOLUTION IN CAPITAL BUDGETING FOR New 
PropucTs,” MANAGEMENT Science, Vor. 15B (Apric, 1989), pp, B376-R48R, 


A METHOD IS DEVELOPED FOR ANALYZING THE RESOLUTION OF UN- 
CERTAINTY OVER TIME FOR THE INDIVIDUAL NEW PRODUCT AND FOR COM- 
BINATIONS OF EXISTING AND NEW PRODUCTS, OR THE FIRM’S OVER-ALL 
PRODUCT MIX, PROBABILITY CONCEPTS ARE EMPLOYED, AND IT IS 
SHOWN THAT NEW PRODUCTS CAN BE EVALUATED ACCORDING TO THEIR 
MARGINAL IMPACT UPON THE RESOLUTION OF THE UNCERTAINTY PATTERN 
FOR THE FIRMS TOTAL PRODUCT MIX. JHE ANALYSIS OF THIS DI- 
MENSION IS UNDERTAKEN WITHIN A CAPITAL-BUDGETING FRAMEWORK, 
ALLOWING A GO oR NO DECISION TO BE REACHED FOR THE NEW PRODUCT 
UNDER CONSIDERATION. INFORMATION ABOUT WHEN UNCERTAINTY IS 
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EXPECTED TO BE RESOLVED ENABLES MANAGEMENT TO EVALUATE MORE 
REALISTICALLY THE EFFECT OF A NEW-PRODUCT DECISION ON THE 
RISKINESS OF THE FIRM’S ENTIRE PRODUCT MIX. THIS KNOWLEDGE 
1S VALUABLE IN PLANNING FOR NEW PRODUCTS AND IN BALANCING THE 
FIRMS RISK OVER TIME. AS A RESULT, MORE RATIONAL CAPITAL 
BUDGETING FOR NEW PRODUCTS IS POSSIBLE.* 


Van Horne, James. “Caprtac-Bupcetine Decisions Invovinc COMBINATIONS OF RISKY INVESTMENTS,” 


MANAGEMENT Science, (Actoper, 1966), pr. B 84-9, 


THE AUTHOR DEMONSTRATES HOW DECISION THEORY TECHNIQUES CAN BE 
INCORPORATED INTO THE CAPITAL BUDGETING DECISION PROCESS. Jit 
OBJECTIVE 1S TO OBTAIN A MORE REALISTIC IDEA OF THE DISTRIBUTION 
OF POSSIBLE OUTCOMES. CONSIDERATION IS ALSO GIVEN TO COMBINATIONS 
OF RISKY INVESTMENTS BY INTRODUCING THE |ARKOWITZ PORTFOLIO AP- 
PROACH AS A VEHICLE FOR ANALYZING MULTIPLE INVESTMENTS SIMULTANEOUS 


LY. 


West, RICHARD W. AND SEHA M, TINICH. “CORPORATE FINANCE AND THE CHANGING STOCK MARKET,” 
FINANCIAL MANAGEMENT, (Autumn, 19741), pp, 14-23, 


THE AUTHORS OVERVIEW THE MAJOR IMPLICATIONS FOR CORPORATE 
FINANCIAL POLICY OF THE RECENT CHANGES IN THE STRUCTURE AND 
OPERATION OF THE STOCK MARKET, THEY DISCUSS HOW A RESTRUCTURED 
STOCK MARKET COULD LEAD TO REDUCED COMPLEXITY OF MANAGEMENT DE- 
CISION MAKING--ESPECIALLY IN THE AREA OF GENERAL ASSET MANAGE- 
MENT DECISIONS SUCH AS ADDING OR DELETING NEW PRODUCTS, MERGERS 
AND GENERAL CAPITAL BUDGETING DECISIONS. AN EXCELLENT REVIEW 
OF THE FUNCTION OF THE STOCK MARKET AND ITS IMPORTANCE IN NEW 
PRODUCT DECISION MAKING IS ALSO PRESENTED, 


WEST, RICHARD. "HOMEMADE DIVERSIFICATION VS, CoRPORATE DIVERSIFICATION,” JOURNAL OF 


FINANCIAL AND QUANTITATIVE ANALYsIS, (Decemper, 1967), pp, 417-429, 


THE IMPACT OF FIRM LEVEL DIVERSIFICATION DECISIONS OW THE 
VALUE OF THE FIRM IS PRESENTED. [THE AUTHOR DISCUSSES THE CON- 
DITIONS THAT MUST EXIST IN ORDER FOR FIRM LEVEL PRODUCT LINE 


DIVERSIFICATION TO HAVE ANY REAL VALUE TO SHAREHOLDERS. SHARE- 
HOLDERS ARE SEEN AS ATTACHING VALUE TO ONLY THOSE FIRM LEVEL 
DIVERSIFICATION DECISIONS THEY CANNOT MATCH THROUGH DIVERSIFYING 
THEIR OWN ASSET PORTFOLIOS IN SECURITIES MARKETS. 


Weston, J. Frep. “Investment Decisions Usinc THE Capita Asset Pricinc Moper,” FINANCIAL 
MANAGEMENT, (SprinG, 1973), pp. 25-33, 


THE AUTHOR PRESENTS AN EASY TO UNDERSTAND EXPLANATION, ALONG 
WITH AN EXAMPLE, OF HOW THE CAPITAL ASSET PRICING MODEL CAN BE 
USED TO MAKE CAPITAL BUDGETING DECISIONS. SPECIAL ATTENTION IS 
PAID TO (1) THE NATURE OF THE KEY INFORMATIONAL INPUTS TO THE 
MODEL (2) WHERE THEY CAN BE OBTAINED OR HOW THEY CAN BE CALCU- 
LATED AND (3) THE MEANING OF THE RESULTS OBTAINED. 


Winp, YoraM. “PRopucT PorTFOLIO AnaLysis: AQ [lew APPROACH To THE PRopuct Mix Decision,” 
THE PROCEEDINGS OF THE AMERICAN MarKETING AssocIaTion, 1974, pr. 460-464. 


THE AUTHOR EXPLAINS HOW THE MANKOWITZ PoRTFOLIO MODEL THAT HAS 
TRADITIONALLY BEEN USED TO SELECT PORTFOLIOS OF SECURITIES CAN BE 
USED BY THE FIRM TO SELECT NEW PRODUCTS. JHE OBJECTIVE IS TO SELECT 
THE PORTFOLIO OF PRODUCTS THAT OFFERS THE FIRM’S DECISION MAKERS THE 
BEST RISK/RETURN TRADEOFF. THE CONJOINT MEASUREMENT TECHNIQUE FOR 
DESCRIBING THE DECISION MAKERS’ UTILITY FUNCTION IS ALSO DISCUSSED. 


ADDENDUM 


Aprams, Jack. “REDUCING THE Risk oF New PropucT MARKETING STRATEGIES TESTING,” JOURNAL 
OF MARKETING ResearcH, (May, 1969), pp, 216-221), 


IN AN ATTEMPT TO REDUCE THE COST, TIME REQUIREMENTS AND 
PROJECTABILITY OF CONVENTIONAL TEST MARKETING, THE AUTHOR EX~ 
PLORES THE USE OF CONTROLLED MAIL PANEL DATA COLLECTION AS A 
DEVICE FOR OBTAINING CONSUMER EVALUATIONS OF NEW PRODUCTS, 


CONSTANDSE, WILLIAM, “WHY New Propuct MANAGEMENT Farts,” Business Manacement, (June, 1971), 
pp, 16-19, 
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THE AUTHOR NOTES THAT THE LACK OF IDEAS IS RARELY THE PROPLEM 
IN NEW PRODUCT FAILURES. THE PROBLEM 1S THE LACK OF RELEVANT cRI- 
fERIA FOR THE EVALUATION OF NEW PRODUCTS. CRITERIA ARS PRESENTED 


AND DISCUSSED. 


Freier, MARSHALL, AND LeonarD S. Simon. “SCREENING New Propuct [peas,” In Compinep Pro- 
ceepines, (CHICAGO: AMERICAN MarKETING Assocation, Fart, 1968), pe, 9-14, 


SENSITIVITY ANALYSIS IS USED TO STUDY NEW PRODUCT OPPORTUNITIES. 
THE EVALUATION IS BASED UPON A MODEL STRUCTURED IN THE FORM OF A 
PRODUCT PROFILE ANALYSIS SET IN A DECISION THEORETIC FRAMEWORK, [HE 
RESULTS INDICATE THAT THE DECISION TO MARKET OR NOT MARKET IS RELATIVE- 
LY INSENSITIVE TO CHANGES IN THE SCORES AND WEIGHTS OF THE FACTORS IN 
THE PRODUCT PROFILE ANALYSIS. IN MOST CASES THE DECISION IS CLEAR-CUT, 
DESPITE SIZEABLE REMAINING UNCERTAINTY.” 


Furmer, Ropert. “Test MARKETING: THINK SMALL,” Saces Manacement, (SEPTEMBER, 1968), 
pp, 359-40, 


ALTERNATIVES TO TRADITIONAL TEST MARKETING PATTERNS INCLUDE 
FREE LANCE PROGRAMS WHICH STRESS TIGHT CONTROL IN SMALL TEST AREAS 
AND OFFER GREATER ACCURACY IN LESS TIME AND AT GREATLY REDUCED 
COST. TRADITIONAL TESTING VS. SMALL MARKETS TESTING IS EXAMINED 
THROUGH ACTUAL SITUATIONS. THE “MINI-TEST’ TREND OFFERS THE AL- 
TERNATIVE TO THE CONVENTIONAL APPROACH WITHOUT TAKING THE MORE HAZ- 
ARDOUS ROUTE OF ELIMINATING TESTING ALL TOGETHER, 


GeurTz, MicHseL D. “Screeninc New Propuct Ipeas,” Orecon Business Review, Vor. 33 No. 3 
(FauL, 1975), ep. 1. 


THE AUTHOR PRESENTS A MATHEMATICAL MODEL THAT iS DESIGNED 
TO BE USED TO SCREEN NEW PRODUCTS. THE INPUT VARIABLES ARE OUT- 
LINED AND THE RESULTS OF EMPIRICAL WORK USING THE MODEL ARE 
PRESENTED. 


SECTION 7 
MANAGING THE PRODUCT OVER ITS LIFE CYCLE 


THIS GROUP OF ARTICLES ADDRESSES THE PROBLEM(S) OF HOW TO MANAGE THE PRODUCT FROM TEST 
MARKETING THROUGH THE POINT WHERE IT CEASES TO BE A PROFITABLE OPPORTUNITY. [HE CONCEPT OF 
THE PRODUCT LIFE CYCLE IS DISCUSSED IN SEVERAL ARTICLES. IT SERVES AS THE THEORETICAL 
FOUNDATION FOR INITIATING CHANGES IN A NEW PRODUCTS MARKETING PROGRAM THROUGHOUT ITS LIFE. 
A PRODUCT'S MARKETING PROGRAM CONSISTS OF [TS PRODUCT DESIGN POLICY, PRICING POLICY AND 
TACTICS, PROMOTIONAL PLAN, AND DISTRIBUTION ARRANGEMENTS. [ANY OF THE ARTICLES ARE CON- 
CERNED WITH THE MANAGEMENT OF THESE VARIABLES WHILE THE REMAINDER OF THE ARTICLES ARE CON- 
CERNED WITH MORE SPECIALIZED TOPICS INCLUDING SIMULATION, TEST MARKETING, AND VENTURE 
PLANNING, 


Aprayms, Georce J. “Wuy [lew Propucts Fait,” Apvertisinc Ace, (Apric 22, 1974), pp.51-52, 


HIGH PRICE, LOW PRODUCT APPEAL, LOW PRODUCT QUALITY AND AD- 
VERTISING WHICH FAILED TO GENERATE CONSUMER INTEREST IN THE 
BRAND WERE REASONS FOR A NUMBER OF ACTUAL PRODUCT FAILURES LISTED 
BY THE AUTHOR. 


Avper, Lee. “Systems APPROACH TO MARKETING,” THE HaRvARD Business Review, (May-June, 1967), 
pp, 346-359, 


THE AUTHOR DEVELOPS THE RATIONALE FOR AND THE KEY CONCEPTS 
INVOLVED IN TAKING AN INTEGRATED APPROACH 7 “ODUCT PLANNING, 


ATTENTION IS GIVEN TO BOTH THE INTERFAC > MARKETING ACTIV- 
ITIES AND THE PROBLEMS MANAGEMENT FACES IN APPLYING A SYSTEMS 
APPROACH, 


ALEXANDER, Tom. “THE PACKAGING PROBLEM 1S A Can OF Worms,” Fortune Macazine, (June, 1972), 
pp, 105-107, 


MANY SUGGESTIONS HAVE BEEN MADE ON HOW TO DEAL WITH PACKAGING 
WASTES. THE DIFFICULTY IS FINDING TECHNIQUES THAT ARE BOTH OPERA- 
TIONAL AND EFFICIENT. THE AUTHOR DESCRIBES A NEW TECHNOLOGY THAT 
OFFERS PROMISE, 
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Ancrius, THEopore L. “Hay Do Most New Propucts Farc?” Apvervisinc Acc, “Marcy 24, 1965), 
PP. Bo-RB, 


THE AUTHOR DISCUSSES THE NATURE OF THREE PRIMARY REASONS FOR 
NEW PRODUCT FAILURE: BAD TIMING OF 'NTRODUCTION, IMPERCEPTIBLE 
PRODUCT DIFFERENCES, AND POOR PRODUCT POSITIONING. HE MAINTAINS 
THAT THESE THREE REASONS CAN RE USED TO EXPLAIN OVER 8&5 PERCENT 
OF ALL NEW PRODUCT FAILURES. 


Beattie, D.W. “MarKeTine A New Propuct,” OPERATIONAL ResEaRCH SuarTERLy, VoL. 20 No. 4 
(Decemper, 1969), pe. 429-155, 


SOME PRACTICAL EXPERIENCES IN COLLABORATING WITH A MARKETING 
DEPARTMENT IN DECIDING WHETHER OR NOT TO TEST MARKET BEFORE LAUNCH- 
ING A NEW PRODUCT. THE BENEFITS DERIVED FROM THE USE OF THE ELEMEN- 
TARY DECISION THEORY ARE DESCRIBED. REFERENCES.” 


CaTry, BERNARD AND FlicHacL CHevacier. “Market SHare STRATEGY AND THE PropucTt Lire CycLe,” 
JourNAL oF MarKeTING, Vor. 38 (Actoper, 1974), pp. 29-35, 


THE AUTHORS NOTE THAT THE VALUE OF MARKET SHARE FOR A PRO- 
DUCT IS OFTEN DETERMINED BY ITS STAGE IN THE PRODUCT LIFE CYCLE. 
THEY DEFINE MARKET SHARE AND STRATEGIES TO ASSIST IN ANALYZING 
STRENGTHS AND WEAKNESSES OF DIFFERENT FIRMS IN A MARKET, 

THEY NOTE THAT ALL MARKETING STRATEGIES MUST ADAPT TO MARKET 
SHARE CONSIDERATIONS TO ACHIEVE MAXIMUM PROFITABILITY AT 
VARIOUS STAGES OF MARKET DEVELOPMENT. * 


CHARNES, ApraHam, W. WW. Cooper, James K. DeVoe anp Davin B. Learner. “DEMON: A Manacement 
MopeL FOR MarkeTine New Propucts,” CALLFORNIA |iaNAGeMent Review, (Fait, 1968), pp. 31-46, 


THE AUTHORS DISCUSS THE NATURE OF DEM, «a MODEL FoR SYSTE- 
MATICALLY EVALUATING COMPANY POLICIES RELATIVE TO THE MARKETING 
OPPORTUNITIES FOR NEW PRODUCTS. IT IS THE PURPOSE OF TEITN to 
SUPPLY A BEST COURSE OF ACTION RELATIVE TO THE TOTAL NEW PRODUCT 
SYSTEM AS WELL AS TO OPTIMIZE AT EACH STAGE WHERE A DECISION 
MUST BE MADE. 


CoNSTANDSE, WILLIAM J. “How To LauncH New Propucts,” MSU Business Topics, Vor. 19 (Yinter, 
1971), pp. 20-34, 


THIS ARTICLE REVIEWS THE EXPERIENCE OF A GROUP OF LARGE IN- 
DUSTRIAL CORPORATIONS IN PRODUCT PLANNING. THE AUTHOR OUTLINES 
THE POSSIBLE PITFALLS ENCOUNTERED IN PRODUCT PLANNING AND IDENTI- 
FIES STEPS TO BE TAKEN TO AVOID PAST MISTAKES.” 


CUNNINGHAM, ff. T. “THE APPLICATION OF PropucTt LiFe CycLE To CorponaTe StraTeGy: Some Re 


SEARCH FINDINGS,” BRITISH JOURNAL OF MarxeTinc, (Sprinc, 1969), pp. 32-4, 


THIS STUDY SHOWS HOW THE CONCEPT OF THE PRODUCT LIFE CYCLE, 
SO LONG THE PROVINCE OF CONSUMER GOODS, CAN BE APPLIED TO INDUS- 
TRIAL MARKETING. 


DEAN, JOEL. “PRICING PoLicies For New Propucts,” Hagvarp Business Review, Vor. 54 No. 6 
pp, 14]-153, 


THIS CLASSIC ARTICLE IS REPRINTED (ORIGINALLY 1950) AND up- 
DATED TO MEET THE NEEDS OF TODAY’S DECISION MAKERS. IT CONTAINS 
AN EXCELLENT OVERVIEW OF MARKET PENETRATION AND SKIMMING PRICING 
STRATEGIES, 


Guisser, PHitip. “New Propucts Are a Gampce, But THE Risk Can Re Repucep,” INpUSTR LAL 
MaRKETING, (May, 1975), pp. 28-32. 


ONE OF THE PITFALLS OF NEW PRODUCT MARKETING IS FORCING THE 
MARKETING AND ADVERTISING OBJECTIVES INTO WRONG DIRECTIONS. [Ht 
CHANCES OF NEW PRODUCT FAILURE CAN BE REDUCED BY DETERMINING 
WHETHER THE PRODUCT IS VIABLE AND WHY. DISCUSSION CENTERS ON NEW 
PRODUCT INTRODUCTION AS A RISK DECISION, GETTING THE INFORMATION 
NECESSARY TO MAKE KEY DECISIONS AND MAINTAINING OBJECTIVITY." 


HieBERT, Ray Eupon. “ComMunicATION ON TRIAL: Massive ApverTisine vs. PupLic RELATIONS,” 
Pypiic RELATIONS Journal, (Decemper, 1974), pr, J6-19, 


THE EFFECTIVENESS OF COMMUNICATION, WHETHER IT BE ADVERTIS~ 
ING TO SELL A NEW PRODUCT OR PUBLIC RELATIONS TC PROMOTE A CAUSE, 
DETERMINES THE SUCCESS OR FAILURE OF THE GOAL ONE HAS IN MIND. 
THIS CASE STUDY, CENTERING AROUND A PRODUCT CALLED THE “TROUBLE 
LIGHT,” OFFERED A UNIQUE OPPORTUNITY TO OBSERVE DIFFERENT METHODS 
OF ACHIEVING ADEQUATE PUBLIC NOTICE. [HIS PRODUCT WAS THE FIRST 
“IMMINENT DANGER” DECLARED BY THE FEDERAL CuNSUMER PRODUCT SAFETY 
COMMISSION AND THE RESULTING ACTIVITY SHOWED THE EFFECTIVENESS 
OF THE COMMUNICATIONS MEDIA. ™ 
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Houmes, JoHy, H. “PROFITABLE PRoDUCT PosiTIONING,” | 
(SprinG, 1974), pp. 26-32, 


THE CONCEPT OF POSITIONING A PRODUCT IS EXAMINED. IT IS 
DEFINED AS THE WAY IN WHICH THE PRODUCT IS PERCEIVED RELATIVE 
TO ITS COMPETITION IN THE MINDS OF THE CONSUMER SEGMENT IT IS 
DESIGNED TO APPEAL TO, AQ SCALING METHOD FOR MEASURING PRODUCT 
IMAGES IS BRIEFLY DISCUSSED. 


Levitt, THEopoRE. “EXPLOIT THE Propuct Lire Cycte,” Harvarp Business Review, Vor. 43 “bo, § 
(Hovermer-N_ecemper, 1965), pp, 81-S4, 


THE PRODUCT LIFE CYCLE IS A WELL-KNO"; AND ACCEPTED CONCEP: 
IN THE LITERATURE. UNFORTUNATELY, IT IS ALSO LITTLE USED BY MAN- 
AGERS IN ANY EFFECTIVE OR PRODUCTIVE WAY, [HE AUTHOR SUGGEST 
WAYS OF USING THE CONCEPT AS A MANAGEMENT TOOL TO GAIN A COMPET- 
ITIVE EDGE IN THE MARKET PLACE, 


MALLEN, Bruce. “CONFLICT AND COOPERATION IN MARKETING CHANNELS,” IN PROGRESS IN MARKETING, 
L. GEORGE SMITH, ED. (CHICAGO: AMERICAN MarKETING AssociATION, 1964), pp, 65-85, 


FORCES LEADING TO CONFLICT AND COOPERATION WITHIN MARKETING 
CHANNELS ARE EXPLORED IN THIS ARTICLE. SEVERAL CONCLUSIONS AND 
HYPOTHESES CONCERNING MARKETING CHANNELS ARE ADVANCED INCLUDING 
ONE EMPHASIZING THE IMPORTANCE OF THE VARIOUS INSTITUTIONS COM- 
PRISING A CHANNEL TO ACT IN UNITY, 


Mason, WILLIAM R. “THE THEORY OF PACKAGING IN THE MarKETING Mix,” Business Horizons, VOL. 
] No. 3 (Sumer, 1958), pp, 91-9, 


THE AUTHOR HIGHLIGHTS THE SIX BASIC FUNCTIONS OF A PACKAGE. 
HE THEN DISCUSSES THE TRADEOFFS INVOLVED IN THE FINAL SELECTION 
OF A PACKAGE. [TYPES OF PACKAGING CHANGES ARE ALSO DISCUSSED. 
MicHaeL, Georce C. “Peopuct PETRIFICATION: A New STAGE IN THE Life CycLe THEORY ” 


CALIFORNIA MANAGEMENT Review, Vor. 1) (Fart, 1973), pp. 88-91, 


FOR MANY PRODUCTS, THE PRODUCT LIFE CYCLE DOES NOT NEED 
TO STOP WITH THE DECLINE STAGE. PROFIT-ORIENTED MANAGEMENTS 
ARE ABLE TO CONTINUE MARKETING SEVERAL PRODUCTS THROUGH A STAGE 
KNOWN AS PRODUCT PETRIFICATION. [IECLINING SALES PRODUCTS 
ALSO FORCE MANAGERS TO DEAL WITH DECLINING PRODUCTS, THUS 
EMPHASIZING THE NEED TO DEVELOP NEW PRODUCTS. 


MIRACLE, Gorpon E. “PropucT CHARACTERISTICS AND MARKETING STRATEGY,” JouRNAL oF MARKETING, 
Vot. 29 Mo. 1 (January, 1965), pp. 18-23, 


THE AUTHOR PRESENTS A THEORY THAT CAN AID THE MARKETING MAN- 
AGER IN ASCERTAINING THE APPROPRIATE MARKETING MIX FOR A NEW PRO- 
DUCT. RECOGNIZING MARKETING MIX INSTRUCTIONS ARE SEEN AS CRITICAL 
TO SPECIFYING A PRODUCTS MARKETING PROGRAM, 


Pout, ROLANDO AND Victor Cook. “VALIDITY OF THE Propuct Lire CycLe,” JHE JOURNAL OF 
Business, (Octoper, 1969), pr, 385-400, 


THE PRODUCT LIFE CYCLE HAS BEEN FORMULATED AS AN EXPLICIT 
VERIFIABLE MODEL OF SALES BEHAVIOR. IN THIS STUDY, IT IS TESTED 
AGAINST DATA IN SEVERAL CATEGORIES OF NON-DURABLE Goops. IT IS 
CLEARLY A GOOD MODEL IN CERTAIN MARKET SITUATIONS, ESPECIALLY 
WHEN DIFFERENT PRODUCT PRODUCT FORMS COMPETE WITH A GENERAL 
CLASS OF PRODUCTS IN THE SAME MARKET.” CHARTS, GRAPHS, REFERENCES. 


. / 


Levee re 7 wT - } mrs Veer: cTl rd i Aas: e: TT. i; Tv; 
ROBERTSON, THOMAS S, “THE [lew PRoDUCT DIFFUSION PROCESS,” IN MARKETING IN A LHANCING 
. ~ aA [seme . f eras ') rent Nemes . 7 , iy 7 9\ 
WORLD, Bernaro A. Morin, ep. (CHicaco: AMERICAN MARKETING ASSOCIATION, JUNE, 198°) 
PP. 80-86, 


MARKETERS ARE FACED WITH THE DUAL FACTS THAT SALES GROW? 
{S MOST OFTEN ACCOUNTED FOR BY NEW PRODUCTS, YET A MAJORITY OF NEW 
PRODUCTS INTRODUCED TO THE MARKET FAIL. [HIS PAPER CONSIDERS STRATE- 
GIES TO IMPROVE THE PROBABILITY OF NEW PRODUCT SUCCESS BASED ON DIF- 
FUSION CONCEPTS. 
Smatiwoop, JOHN E. “THe Propuct Lire CycLe: A Key To STRATEGIC MARKETING PLANNING,” 
Business [opics, VoL. 21 No. 1 Glinter, 197%), pp, 29-35, 


\ THOROUGH UNDERSTANDING OF THE PRODUCT LIFE CYCLE CAN PRO- 
VIDE THE MARKETING MANAGER WITH INSIGHTS INTO MANY MARKETING 
PROBLEMS SUCH AS PROGRAMMING AN APPROPRIATE MARKETING MIX. [HE 
AUTHOR, AN EXPERIENCED MARKETING EXECUTIVE, DESCRIBES THE FOUR- 
PHASE PRODUCT LIFE CYCLE CONCEPT AS ONE WAY OF “TRANSLATING IN- 
FORMATION INTO PROFITS.” SEVERAL RELEVANT CONCEPTS AND PER- 
SPECTIVES ARE PRESENTED THAT CAN AID DECISIONS INVOLVING THE 
PRODUCT-SERVICE MIX.” 


SPECIAL PRovecTs OFFice, Navy Department. Je PERT Cost System, U.S. flaw DEPARTMENT, 
(Octoper 15, 1961), 


THE AUTHORS OVERVIEW THE NATURE AND APPLICATION OF THE PERT 
COST SYSTEM. SPECIAL EMPHASIS IS GIVEN TO THE BASICS OF THE 
SYSTEM SO THAT IT CAN BE EASILY UNDERSTOOD BY THE UNFAMILIAR 
READER. EMPHASIS IS PUT ON PERT AS A COMMUNICATION TOOL BETWEEN 
PROJECT MANAGERS AND CUSTOMERS, 


STAUDT, THOMAS A, “HIGHER MANAGEMENT Risks IN Propuct Stratecy,” JouRNAL oF MARKETING, 
(JANUARY, 1973), PP. 4-9, 


THE AUTHOR DRAWS ON MANY YEARS OF EXPERIENCE IN INDUSTRY, 
CONSULTING AND EDUCATION. HE DISCUSSES THE NEW COMPLEXITIES OF 
THE BUSINESS ENVIRONMENT THAT ACCOUNT FOR HIGHER RISKS IN PRODUCT 
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MANAGEMENT AND STRATEGY. BOTH RISKS AND PENALTIES FOR PRODUCT 
FAILURE ARE INCREASING. THEREFORE, IMPROVING THE EFFECTIVENESS 
AND PROFITABILITY IN PRODUCT POLICY AND STRATEGY REPRESENTS 
NEW MANAGEMENT IMPERATIVES. 


Stone, Davip. “Input-Output ANALYSIS AND THE MucTipropucT Firm,” FINANCIAL ANALYSTS 
Journal, (Jucy-Aucust, 1969), pr. %-17. 


MULTIPRODUCT FIRMS FACE MANY SHORT-RUN SITUATIONS THAT CALL 
FOR EXTENSIVE COMAPNY-WIDE PLANNING. THE AUTHOR DISCUSSES HOW 
LEONTIEV’S INPUT-OUTPUT MODEL CAN BE USED TO MAXIMIZE THE EFFEC- 
TIVENESS OF A FIRM’S SHORT-RUN STRATEGY DECISIONS, 


Tayior, STANFORD H. “Keys To Success In PropucT INTRopucTION,” IN New [peas FoR Success- 
FUL [ARKETING, JOHN S, WRIGHT AND Jac L. GoupsTucker, eps. (CHicaco: AMERICAN MARKETING 
Association, 1966), pr. 231-239, 


THE AUTHOR BRIEFLY OVERVIEWS TWO KEY INGREDIENTS IN NEW 
PRODUCT SUCCESS. (NE IS THE USE OF PERT TO CONTROL THE MANY 
INTERRELATED ACTIVITIES INVOLVED IN PRODUCT INTRODUCTION. THE 
OTHER 1S COORDINATING THE SELECTION OF PRODUCTS IN THE OVERALL 
COMPANY GOALS AND DIRECTION. THIS IS A PROBLEM OF CORPORATE 
STRATEGY SINCE IT IMPACTS ON FACTORS SUCH AS INVESTMENT, MARKETS, 
PRODUCT LINE GOALS, PERSONNEL, AND EVENTUALLY PROFITS. 


VANDERWICKEN, Peter. “P & G's Secret INGREDIENT,” Fortune, (Jury, 1974), pe, 75-72, 
164-166, 


THE NATURE OF PROCTER & GAMBLE’S TESTING, MARKETING AND 
ADVERTISING OF BOTH “OLD” AND “NEW” PRODUCTS IS DISCUSSED. THE 
REASON FOR PROCTER AND GAMBLE’S EXTRAORDINARY SUCCESS IN INTRO- 
DUCING NEW PRODUCTS IS SEEN AS A RESULT OF AN INTEGRATED MARKET- 
ING EFFORT, 


Wasson, CHESTER R. “How PREDICTABLE ARE FASHION AND OTHER Propuct Lire Cycues?” JOURNAL 
oF MarKeTING, Gury, 1968), pp. 36-43, 


THE AUTHOR CLOSELY EXAMINES THE CONCEPT OF THE PRODUCT LIFE 
CYCLE IN ORDER TO BETTER UNDERSTAND THE MARKET ACCEPTANCE OF 
BOTH FADS AND FASHIONS. E SUGGESTS PRODUCT LIFE CYCLES ARE 
MORE EASILY PREDICTED THAN PREVIOUSLY RELIEVED. 


Weiganp, RopertT —. “Fit PropucTs anp CHANNELS To Your “wreeTs,” Hapvarp Business Revirw, 
VoL. 55 No. 1 (Clanuary-Fepruary, 1977), pe, 9-]%, 


CONFLICT IN THE CHANNEL OF DISTRIBUTION IS SFEN AS A MAJOR 
SOURCE OF PROBLEMS IN NEW PRODUCT MARKETING. [HE AUTHOR NOTES 
THAT IN THE REAL WORLD CHANNELS OF DISTRIBUTION ARE MUCH MDRE 
COMPLEX THAN TEXT BOOKS SUGGEST. 


WeesH, STEPHEN J. "A PLANNED AppROACH To few Propuct Percinc,” IN New Propuct DevELOPMENT, 
JOSEPH EASTLACK, ED. (CHICAGO: AMERICAN MARKETING Association, 1966), pp. 67-81, 


A SEVEN-STEP APPROACH TO NEW PRODUCT PRICING 1S PROPOSED: 
(1) APPROXIMATE THE IMPACT OF PRICE ON PROJECTED VOLUME, (2) APPRAISE 
MARKETING REQUIREMENTS, (45) PLOT GROWTH CURVES AT SEVERAL PRICE 
LEVELS, (4) CALCULATE THE APPROXIMATE COST DATA, (5) APPRAISE CAPABIL- 
ITIES OF COMPETITORS, (6) ESTIMATE COMPETITORS’ cosTS, (/) DECIDE 
ON THE PRICE, 


Woops1DE, ArcH G. aNp Sims, J. Tayuor. “Retary Experiment IN PRICING A New Propuct,” 
JournAL OF Retains, Vor. 50 (Fart, 1974), pr. 56-65, 


A MARKETING EXPERIMENT IS DESCRIBED WHICH SHOWS A DIRECT 
CORRELATION BETWEEN A PRODUCT'S PRICE AND CONSUMER PERCEPTION 
OF THE PRODUCTS QUALITY. THIS FINDING IS CONSISTENT WITH 
PRICE-DEMAND FUNCTION FOUND IN ECONOMIC THEORY, (fUANTITATIVE 
DATA, ANALYSIS, RATINGS, GRAPHS, CHARTS; EXCELLENT BIBLIOG- 
RAPHY, )* 


SECTION & 
LEGAL AND ETHICAL CONSIDERATIONS IN 
NEW PRODUCT DEVELOPMENT 


LEGAL AND ETHICAL CONSIDERATIONS IN NEW PRODUCT DEVELOPMENT ARE BECOMING INCREASINGLY 
IMPORTANT BECAUSE OF THE TREND TOWARDS HOLDING MANUFACTURERS, AND IN SOME INSTANCES RETAIL- 
ERS AND WHOLESALERS, LIABLE FOR PRODUCT DEFECTS AND/OR MISUSES OF THE PRODUCT BY CONSUMERS. 
INCREASED LEGAL ACTION ON THE PART OF CONSUMERS HAS RESULTED IN NUMEROUS ARTICLES CONCERNED 
WITH THE WAY IN WHICH SOCIAL AND ENVIRONMENTAL CONSIDERATIONS CAN BE INCORPORATED INTO THE 
NEW PRODUCT DEVELOPMENT PROCESS. 


wom, dys W. “Propuct LIABILITY: IMPLICATIONS FOR MarKETING STRATEGY,” IN INCREASING 


V. GREER, ED. o—VO"" ) AMERICAN nares ieeneieen, Seueen 1973), pp, 442-415, 


A MANUFACTURER AND AN INDUSTRY CAN BE RESPONSIVE TO THE 
CONSUMERISM MOVEMENT IN SEVERAL WAYS. [HE AUTHOR DISCUSSES HOW 
GENERAL ELECTRIC APPROACHES PRODUCT DEVELOPMENT IN LIGHT OF THE 
CONSUMER'S RIGHTS AS VIEWED BY THE CONSUMER Apvisory COUNCIL. 


Bates, JOHN C. “NOTIFYING THE ConsuMER oF PropucTt RecaLts,” [He Conrerence Boarp, (Apri, 
1974), pr. 37-38, 


THE AUTHOR DISCUSSES THE OBLIGATION MANUFACTURERS HAVE TO 
COMPREHENSIVELY CARRYING OUT PRODUCT RECALLS WHEN NECESSARY. 
HE ALSO DESCRIBES SEVERAL OF THE MAJOR PROBLEMS MANUFACTURERS 
FACE IN COMPLETING PRODUCT RECALLS. 


BOHLEN, JOHN W. “A Basic Guipe To LeGaL PROBLEMS IN New Propucts,” INDUSTRIAL MARKETING, 
(NOVEMBER, 1%), DP, 69-74 De 


THE AUTHOR GIVES AN OVERVIEW OF THE KEY LEGAL CONSIDERATIONS 
A FIRM MUST BE AWARE OF WHEN HANDLING NEW PRODUCT IDEAS. ATTENTION 
IS PAID TO UNSOLICITED IDEAS, PATENT CONSIDERATIONS, COPYRIGHTING, 
AND ADOPTING A TRADEMARK. 


Cupin, Roy D., JR. “IMPLICATIONS FoR Business oF Propuct RecaLLs,” THe CONFERENCE BOARD, 
(Apri, 1974), pr. 58-40, 


THE AUTHOR DISCUSSES THE IMPORTANCE OF MANUFACTURERS UNDER- 
STANDING THAT THEY MUST MEET CONSUMER EXPECTATIONS CONCERNING 
CORRECTING PRODUCT DEFECTS AND RECALLS. HE NOTES SEVERAL KEY 
CONSIDERATIONS OF PRODUCT SAFETY AND RELIABILITY FROM THE CON- 
SUMER’S PERSPECTIVE AND EMPHASIZES THE NEGATIVE ECONOMIC IMPACT 
THESE FACTORS CAN HAVE IF MANUFACTURERS IGNORE THEM, 


a JOHN W, “THE LEGAL ey oF Strict LIABILITY FoR MarkKeTING—A Mini Course,” 


| nee Sale V. ny ED, ean — — emery — 1973), 
pp, 435-436, 


LIABILITY THAT HAS BEEN CAUSE FOR ALARM IN THE MARKETING FIELD. 
POTENTIAL LOSSES ARE SIZEABLE AND DEFENSES FEW. WHILE THE MANU- 
FACTURER WILL NOT NECESSARILY ALWAYS BE RESPONSIBLE FOR INJURY, 
THE AUTHOR NOTES THAT “ABSOLUTE LIABILITY” 1S ALMOST HERE. 


JacKsON, JOHN D, “PRopuct Faruure: WHo’S RESPONSIBLE, MANUFACTURER oR DISTRIBUTOR?” 
PURCHASING, (SEPTEMBER 18, 1969), pp. 45-49, 


THE ARTICLE DISCUSSES THE CHANGING ATTITUDE OF THE COURTS 
CONCERNING WHO'S RESPONSIBLE FOR PRODUCT DEFECTS. THE TREND 
TOWARDS ALL MEMBERS AT THE CHANNEL OF DISTRIBUTORS BEING HELD 


| 
| 
| 
THE ARTICLE EXAMINES THE EVOLUTION OF THE DOCTRINE OF STRICT 
RESPONSIBLE IS DISCUSSED, 


Kun, James P, “How To Manace Propuct Sarety,” INoustRy Week, (Aprit 22, 1974), eo, 53-59, 


BY KNOWING THE SIMILARITIES AND DIFFERENCES BETWEEN PRODUCT 
QUALITY AND PRODUCT SAFETY, THE MANUFACTURER CAN ATTACK THE 
PROBLEM OF “MANAGING” PRODUCT SAFETY. EXAMINES THE MAJOR PHASES 
OF THE PRODUCT CYCLE WITH EMPHASIS ON CONTROL. A SIMPLIFIED 
SCHEMATIC DIAGRAM OF A FEEDBACK SYSTEM IS INCLUDED ALONG WITH AN 
EIGHT STEP APPROACH IN SETTING UP AN INITIAL SYSTEM * 


KyTLe, RayForp P, Jr. “EVALUATION FoR Propuct Sarety Prior To MARKETING,” IN MARKETING’S 


CONTRIBUTION To THE Firm AND Society, RonaLp C. CurHam, Ep. (CHicaco: AMERICAN MARKETING 
AssociATION ComBINED Proceepines, 1974), pr. 361-364, 


Topay’S BUSINESS CLIMATE DEMANDS THAT INDUSTRY CONCERN ITSELF 
WITH PRODUCT SAFETY. THIS PAPER IDENTIFIES AND DISCUSSES THE 
VARIOUS ASPECTS MANAGEMENT MUST CONCERN ITSELF WITH TO PRODUCE SAFE 
PRODUCTS. 


LOUDENBACK, LYNN J. AND JOHN W. GoeBEL. “MARKETING IN THE Ace oF Strict LIABILITY,” 
JOURNAL OF MARKETING, Vor. 38 (.lanuary, 1974), pp, F2-6F, 


THE AUTHORS EXAMINE THE IMPLICATIONS OF A STRICT LIABILITY 
DOCTRINE ON MARKETING PRACTICES. THEY ALSO CONSIDER POTENTIAL 
FUTURE CHANGES IN THE LAW AND ITS EFFECT ON MARKETING ACTIVITIES. 


ae, SS Toners leaeen i Comsen Memucr Seer Meee, IN Hew 


IF — C. CURHAN, ED. Seven — vere ASSOCIATION, ——l 
1974), pp. 365-367, 


THE ESTABLISHMENT OF THE Consumer Propuct SaFETY COMMISSION AND 
THE ADOPTION OF THE DOCTRINE OF STRICT LIABILITY BY OUR COURTS HAS 
CAUSED BUSINESS TO LOOK MORE CLOSELY AT CORPORATE RESPONSIBILITY FOR 
CONSUMER SAFETY. THE ROLE OF MARKETING IN CONSUMER PRODUCT SAFETY 
PROGRAMS IS REVEIWED AND IMPLICATIONS FOR CORPORATE MARKETING STRAT- 
EGY DISCUSSED. 


Moss, FRANK E. “THE MaAnuracturer’s Rove In Propuct Safety,” JHE Conference Boarp, (APRIL, 
1974), pp. 30-32, 


SENATOR MoSS DISCUSSES THE EMPHASIS THAT MANUFACTURERS MUST 
PUT ON PRODUCT SAFETY IF THEY ARE TO SUCCESSFULLY MARKET PRODUCTS 
IN THE FUTURE. AA “RISK BASED” ANALYSIS IS PRESENTED AS ONE AP- 
PRGACH TO SAFETY AND QUALITY CONTROL MANUFACTURERS MIGHT TAKE. THE 
ARTICLE WAS WRITTEN WHILE SENATOR Moss WAS CHAIRMAN OF THE CONSUMER 
SUBCOMMITTEE OF THE SENATE COMMITTEE ON COMMERCE. 


TERS, Georse A. “Avorpine Propuct Sarety Boopy Traps,” Manacement Review, (AueusT, 
1958), pp. 36-40, 


MANY PRODUCT FLAWS OR FAILURES CAN BE TRACED TO INADEQUACIES 
OR OVERSIGHTS IN DESIGN, MANUFACTURING, PURCHASING AND SERVICING 
PHASES OF PRODUCTION. FORESIGHT, PREPAREDNESS, CAREFUL PLANNING 
AND MEASURED RESPONSIVENESS ARE NECESSARY FOR COMPANIES TO ADAPT 
TO CHANGING CIRCUMSTANCES WHILE REMAINING COMPETITIVE AND PROFIT- 
ABLE. NINE KEY POINTS ARE LISTED TO ASSIST COMPANIES WITH NEW 
PRODUCT SAFETY. 


SCHNEIDER, Lawrence R. “Propuct SAFETY LEGISLATION, OLD AND New,” THe Conrerence Boarp, 


(Apric, 1974), pp. 32-37. 


THE AUTHOR DISCUSSES THE IMPACT ON BOTH MANUFACTURERS AND 
CONSUMERS OF THE ConsumMeR PRopucT SaFeTy AcT. THE RECALL PRO- 
VISIONS ARE GIVEN SPECIAL EMPHASIS AS WELL AS BRIEFLY DISCUSSING 
THE CONSUMER PropucT SAFETY ACT AND FOUR MINOR ACTS NOW UNDER THE 
JURISDICTION OF THE CoNSUMER PropucT SaFEeTy PDivISION. 


Sorensen, Howarp C. “Propucts Liaricity: THe Consumer’s Revoit,” Best’s Review, 
(PROPERTY/LIABILITY ED.) Vor. 75 (Septemper, 1974), pe. 38-48, 


A SERIES OF ACTUAL COURT CASES INVOLVING PRODUCTS LIABILITY, 
STRICT LIABILITY AND PRIVITY ARE REV:EWED. A BASIS FOR AND PROOF 
OF NEGLIGENCE 1S ESTABLISHED. EMPHASIS IS PUT ON THE Gr 4ING 
DEMANDS PLACED ON INDUSTRY BY THE CONSUMER AND THE COURTS, 


VarBLeE, Dace L. “Social AND ENVIRONMENTAL CONSIDERATIONS IN Mew Propuct DeveLoPMeNT, ‘ 
JouzNAL OF Mar“eTING, Vor. 36 (Octoper, 1972), pp. LI-15, 


THE PROCESS OF INTEGRATING BOTH SOCIAL AND ENVIRONMENTAL 
CONSIDERATIONS INTO NEW PRODUCT DEVELOPMENT IS DISCUSSED. THE 
ADVANTAGES OF INCLUSION OF SOCIAL ENVIRONMENTAL COSTS INTO 
BREAKEVEN ANALYSIS IS OVERVIEWED. 


4 


WaLSH, JOHN. “VENTURING BeEYoND THE Pass,” ManaceMenTt Apviser, (May-June, 1972), pr. 32-34, 


THERE ARE “WO MAJOR FACTORS WHICH INFLUENCE THE SUCCESS OR 
FAILURE OF NEW PRODUCTS AND SERVICES. THEY ARE MANAGEMENT AND 
COMMUNICATION. THROUGH CASE HISTORIES, THESE CONCEPTS ARE Ex- 
PLORED ALOM: W'TH THE REQUIRED APPROACHES TO NEW VENTURE SUCCESS. 


ZARETSKY, ERWIN VY. AND JERRY B. Kraic. “Current TRENDS IN PropucT LIABILITY,” MANAGEMENT 
Review, (Novemper, 1969), op. 49-54, 


THERE ARE A NUMBER OF REASONS WHY PRODUCTS FAIL TO PERFORM 
UP TO EXPECTATIONS. THE AUTHORS OUTLINE VARIOUS AREAS FOR WHICH 
THE MANUFACTURER IS HELD RESPONSIBLE. [HE TREND IN COURT CASES 
1S NO! TO FAVOR THE INJURED PARTY WITH RESPECT TO PRODUCT LIA- 
BILITY CASES. 


SECTION 9 
SHALL BUSINESS AD THE TiDEPEDEMT INVENTOR 


THE HISTORY OF THE SMALL BUSINESS AND INDEPENDENT INVENTOR IN DEVELOPING NEW PRODUCTS 
IS A RICH ONE. TRADITIONALLY, THEY HAVE ACCOUNTED FOR A SIGNIFICANT PORTION OF THE COt- 
SUMER AND INDUSTRIAL PRODUCTS WE USE TODAY. THE ARTICLES IN THIS SECTION ARE ORIENTED 
TOWARD EXAMINING THE ROLE(S) OF THESE PARTIES AS SOURCES OF PROFITABLE IDEAS FOR THE CuR- 
RENT PRODUCT MARKET. THE PROBLEM OF THE CORPORATION ACCEPTING THE IDEAS OF THE SMALL 
BUSINESS/ INDEPENDENT INVENTOR AND VICE VERSA ARE DISCUSSED. UNFORTUNATELY THE LITERATURE 
DEVOTED TO PRODUCT PLANNING IN THE SMALL FIRM IS VIRTUALLY NON-EXISTENT. | GREAT DEAL 


OF WORK IS NEEDED IN THIS AREA. 
FOR A COMPREHENSIVE BIBLIOGRAPHY OF SMALL BUSINESS LITERATURE THE READER IS REFERRED 


TO SCHABACITOR, SMALL Business Inropmation Services. (See Section 11) 


CrawForD, C. Mere. “UNSOLICITED PRopucT IDEAS - fiatoLe (1TH Care,” RESEARCH J TANAGEMENT, 
(January, 1975), pr, 19-24, 


QUTSIDE PRODUCT IDEAS ARE NOT WELL HANDLED BY ‘WIERICAN IN- 
DUSTRY. LEGAL DIFFICULTIES ARE EXPLAINED AND RECOMMENDED PRO- 
CEDURES ARE GIVEN. A LISTING OF WHAT IS ACCEPTABLE PRACTICE AND 
WHAT IS NOT, PLUS HIGHLIGHTS OF WHAT COMPANIES ACTUALLY DO, IS LIST- 


ED, REFERENCES. 


HawkINs, Der I. AND GeraLp G. Upert. “Corporate CauTion AND UNSOLICITED ‘lew Propuct IpEAs: 


A Survey oF CorporaTe Waiver Reauirements,” Journal oF THE Parent OrFice Society, (June, 
1976), pp. 375-388, 


THE RESULTS OF A SURVEY REVEAL THAT THE INDEPENDENT INVENTOR IS 
A RELATIVELY UNUSED SOURCE OF NEW PRODUCT IDEAS BY CORPORATIONS. 
VARIOUS REASONS FOR THE FINDINGS ARE DISCUSSED. 


HLAVACEK, JAMES, BRIAN H, Dovey AND JoHy J. Bronpo. “Tie Sate Business TECHNOLOGY TO 


MARKETING Power,” Harvarp Business Review, Vor. 55 fo. 1, pp. 196-116, 


THE AUTHORS DISCUSS HOW THE SMALL TECHNICALLY ORIENTED BUSINESS 
AND THC LARGE MARKETING ORIENTED BUSINESS CAN FORM JOINT VENTURES 
THAT BENEFIT BOTH PARTIES. JHE SMALL BUSINESS RECEIVES NEEDED MAR- 
KETING HELP AS WELL AS CAPITAL WHILE THE LARGE BUSINESS RECEIVES THE 
RISK REDUCING BENEFITS OF DIVERSIFICATION. 


McGuire, E. Patrick. “THe Casuac Inventor,” THE Conference Boarp Recorp, (fcrorer, 197), 
pp, 54-57, 


THE AUTHOR REPORTS THE RESULT OF A STUDY OF THE SOURCES OF 
NEW IDEAS FOR CORPORATIONS. THE RESEARCH INDICATES THAT FIRMS 
OBTAIN VERY FEW IDEAS FROM INDEPENDENT INVENTORS. SEVERAL REAS- 
ONS ARE GIVEN FOR THE OBSERVED CORPORATE RELUCTANCE TO DEAL WITH 
INDEPENDENT INVENTORS. THESE INCLUDE: THE INDEPENDENT INVENTOR’S 
GENERAL LACK OF UNDERSTANDING OF THE MARKET PLACE, THEIR FEAR THAT 
THE “BIG” CORPORATION WILL STEAL THEIR IDEA, AND THEIR “DELUSIONS 
OF GRANDEUR” CONCERNING THEIR INVENTION.” 


MurtHA, Witwiam E, “Inventive Spirit 1s Avive anp Mece in U.S. Despite Caucs For Caution,” 
Commerce Topay, Vor. 5 (Jury, 1975), pp. Ll. 


THE ARTICLE PROVIDES A CAPSULE HISTORY OF THE DEVELOPMENT OF THE AMERICAN 
Patent SYSTEM FROM INCEPTION TO PRESENT. 


Peters, Irwin J. “70% oF New Propucts Come From Smaci Companies,” Apvertisine Ace, 
(January 15, 1969), pp, 3, 79, 


\ MAJORITY OF NEW PRODUCTS ARE MODIFICATIONS OF EXISTING ONES 
OR ADAPTATIONS OF OTHER INDUSTRY PRODUCTS. INDIVIDUAL INVENTORS 
OR SMALL COMPANIES REPRESENT /(7, OF THE NEW PRODUCT TOTAL WHILE 
907%, OF ALL RESEARCH DOLLARS ARE SPENT BY LARGE COMPANIES. THE 
AUTHOR CITES AS REASONS FOR PRODUCT FAILURE THE FOLLOWING: |) 
INADEQUATE RESEARCH AND DEVELOPMENT, 2) LACK OF MARKET PLANNING, 
3) LACK OF COMMUNICATION BETWEEN MARKETING AND TOP MANAGEMENT AND 
4) UNDERESTIMATING TIME AND MONEY NEEDED. 
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ScHwartz, Juces J. anp Joe D. GoupHar. “Sove [peas apour 1'R JOD Winners as PEOPLE AND 
Some THouceTs Apout THe Renavior oF Innovators, InpustTRiaL Researcy, Vor. 17 (lune, 1975), 
pp, 67-71. 


SUMMARIZES survey OF 1°82 19) winners. ATTEMPTS To DEFINE 
THE TYPE OF INDIVIDUAL WHO HAS THE IMAGINATION, THE DRIVE, THE 
SKILLS, AND THE ABILITY TO BE A SUCCESSFUL INNOVATOR. 


lncu, Geracp G. “THe Essentiac Nature oF THE IDEA Broxkerace Function,” JOURNAL OF THE 
Parent Office Socyety, Vor. 57 flo. 10 (Actoper, 1975), pr. 642-A58. 


THIS ARTICLE DISCUSSES THE PLIGHT OF THE INDEPENDENT INVENTOR 


AND POINTS OUT THE ANTIQUATED, BUT ESSENTIAL NATURE OF THE IDEA 
BROKERAGE AUCTION. 


oI 


SECTION 10 
TEXTBOOKS AND MONDRRAPHS 


COURSES IN PRODUCT MANAGEMENT ARE NOT UBIQUITOUS. HOWEVER. THERE IS A GROWING 
INTEREST IN THIS AREA, AND THE NUMBER OF TEXTBOOKS, READINGS AND MONOGRAPHS RELATED 
TO THIS AREA IS INCREASING. THUS IT IS APPROPRIATE THAT SUCH PUBLICATIONS BE INCLUDED 
IN THIS BIBLIOGRAPHY. 


MOST OF THE AUTHORS WRITING ABOUT (NEW) PRODUCT MANAGEMENT APPEAR TO HAVE COMBINED 
ACADEMIC/ INDUSTRIAL BACKGROUNDS AND HAVE ATTEMPTED TO WRITE FOR TWO MARKETS -- TH 


STUDENT AND THE PRACTITIONER. IN ADDITION, SOME AUTHORS ARE SHIFTING FROM THE DISC! 
PLINARY PERSPECTIVE OF NEW PRODUCT MANAGEMENT TO AN INTERDISCIPLINARY PERSPECTIVE / 
MANAGING INNOVATION, 

THE FOLLOWING ANNOTATIONS ARE PARTLY BASED ON THt AUTHORS’ PREFACE REMARKS AND IN 
MOST CASES, THE TABLE OF CONTENTS IS REPLICATED TO PROVIDE THE READER WITH AN IDEA 0 
THE SCOPE OF THE MATERIAL CONTAINED THEREIN, 


Upett, SERALD S., MicHaer F. O’Merue ann Kenney G. Raver. Guipe To Invention ann 
INNOVATION EVALUATION, WASHINGTON, 1.C.: flationa Scrence Founpation, (1977), 


THIS MONOGRAPH IS ORGANIZED AROUND THE [REGON INNOVATION 
CENTER'S NEW PRODUCT EVALUATION MODEL. IT IDENTIFIES AND 
DISCUSSES THIRTY-THREE FACTORS © 4ICH IMPACT UPON NEW PRODUCT 
POTENTIAL FOR SUCCESS IN THE MARKET PLACE. THE PURPOSE IS 
TO PROVIDE INVENTORS (AND STUDENTS) WITH A OVERVIEW OF THE 
KEY FACTORS THAT INFLUENCE THE COMMERCIAL SUCCESS OF A 
PRCDUCT AND 70 PROVIDE A MANUAL FOR NEW PRODUCT EVALUATORS, 

CHAPTER HEADINGS ARE AS FOLLOWS: 

1. INNOVATION EVALUATION: iTS PURPOSE AND 

RATIONAL 
2. INSTRUCTIONS FOR EvALUATORS, INVENTORS, 

AND INNOVATORS 
3. A Preciminary INNovATION FYALUATION INSTRUMENT 
4, SocieTAL FAcTors 
5. Business 81sk Factors 
6. Demanp Acysis Factors 


65 


7. MwrKe7 Acceptance Factors 
8. CompPeTITive Factors 
G9, A Finat Note on THE IMPorTANCE OF MANAGEMENT 


Hise, Ricuarp 7. Propuct/Service Stratecy, flew Yorx: Petroceuii/Gusrter, (1977), 


ACCORDING TO THE AUTHOR, THE PRIMARY PURPOSE OF THIS BOOK 
1S TO RECOMMEND WAYS IN WHICH MORE EFFECTIVE DECISIONS ABOUT 
PRODUCTS AND SERVICES CAN BE MADE. TEXT IS WRITTEN FROM A 
MANAGERIAL - DECISION MAKING POINT OF VIEW AND IS INTENDED FOR 
BOTH DECISION MAKERS AND STUDENTS. AS THE TITLE INDICATES, THE 
FORM OF THE BOOK 1S NOT LIMITED TO NEW PRODUCTS, BUT INCLUDES 
NEW SERVICES AS WELL. 

CHAPTER HEADINGS ARE AS FOLLOWS: 

1. INTRODUCTION To PRoDUCT/SERVICE MANAGEMENT 

2. MARKETING CONSUMER AND INDUSTRIAL PRODUCTS AND 
SERVICES 

3, ORGANIZING THE PRopucT/SERVICE FUNCTION 

4, DeveLopinc OBJECTIVES FOR ProDUCTS AND SERVICES 

5. Masor Propuct/Service - Decisions 

6. Deveropinc SuccessFut New PropucTs AND SERVICES 

/, LIFE-cycuE STRATEGIES FOR MANAGING PRODUCTS AND 
SERVICES 

8. Decisions Apout PropucT ELIMINATION 


KarGeR, DELMAR W. AND RoBert G. Murpick. New Propuct Venture “anacement, flew York: 
GORDON AND BREACH, SCIENCE PuBLISHERS, INc., (1972), 


A MAJOR THEME OF THIS BOOK IS THAT A SYSTEMATIC AND SCIEN- 
TIFIC APPROACH TO NEW PRODUCT VENTURE MANAGEMENT IS NECESSARY FOR 
SURVIVAL IN TODAY'S COMPETITIVE MARKET PLACE, ATTEMPTS TO MEET 
THE NEEDS OF BOTH STUDENTS AND PRACTITIONERS INTERESTED IN NEW 
PRODUCTS AND NEW VENTURES, 

CHAPTER HEADINGS ARE AS FOLLOWS: 

. New Propucts - OPPORTUNITIES AND RISKS 

PRODUCT PLANNING 

. ORGANIZING FOR PRoDUCT PLANNING AND NEVELOPMENT 
TECHNOLOGICAL INNO. ATION 

» OBTAINING New PRopuct IDEAS 

. RESEARCH AND ENGINEERING 
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7, Lecar Risks 

8. Tre Rote oF MARKETING IN THE Mew PropucT Process 
9. MARKETING RESEARCH FoR DECISION MAKING 

10. Evavuatins New-Propuct PROJECTS 

ll. How To Cost THE New PropucT 

12. How To Price For Lire-Cycve ProFit 

13. PROMOTING THE New PropucT 

14, SecurRInNG CaPITAL AND GOING PuBLIC 


STEELE, LoweLL W. Innovation In Bic Business, New York, AMERICAN ELSEVIER [UBL ISHING 
Company, Inc., (1975). 


THIS BOOK IS INTENDED FOR STUDENTS IN BUSINESS ADMIN- 
ISTRATION AND ENGINEERING, R & [) MANAGERS AND GENERAL MAN- 
AGERS. WRITTEN FROM A “BIG BUSINESS” PERSPECTIVE, THE TEXT 
EXAMINES THE ROLE OF R & [) WITHIN THE LARGER INDUSTRIAL CON- 
TEXT AND THE INTERFACE BETWEEN R & [) AND THOSE WHO USE iTS 
OUTPUTS. 

CHAPTER HEADINGS ARE AS FOLLOWS: 

1. (Can We INSTITUTIONALIZE THE CREATION OF CHANGE 

2. CONTRASTING APPROACHES TO INNOVATION 

3, THE CorPoRATE ENVIRONMENT FOR INNOVATION 

4, ORGANIZING FOR INNOVATION 

5. THe CLIMATE FOR INNOVATION 'N CoRPORATE Man- 
AGEMENT 

6. ALTERNATIVES TO TECHNOLOGICAL INNOVATION IN 
BUSINESS STRATEGY 

7, Impact OF TECHNOLOGY ON BUSINESS 

8. FORMULATING THE RoLe OF TECHNOLOGY IN [WSINESS 
STRATEGY 

9, StRaTecic PLANNERY FOR RESEARCH ND [DEVELOPMENT 

10, ORGANIZATION OF R & J) 

11. TRANSITION TO COMMERCIAL LISE 

12, TECHNICAL COMMUNICATION 

13. ROADBLOCKS TO COMMUNICATION ON BEING A MANAGER 

14, MANAGING TEMPORARY ORGANIZATIONS 

15. R&D IN A MULTINATIONAL FIRM 

16. WHERE Do We Go From Here? 
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Gee, Epwin A. AND CHAPLIN TYLER. MANAGING INNOVATION, New YorK: JOHN WILEY AND SONS, 
(1976), 


THIS BOOK DESCRIBES HOW, ACCORDING TO THE AUTHORS’ VIEWS, 
LABOR, CAPITAL AND MANAGEMENT ARE COMBINED THROUGH INNOVATION 
TO INCREASE THE LEVEL OF LIVING FOR SOCIETY. JHE AUTHORS 
EXAMINE THE INNOVATION PROCESS AND THE NEED FOR INNOVATION AS 
WELL AS THE MANAGEMENT ASPECTS OF INNOVATION. 

CHAPTER HEADINGS ARE AS FOLLOWS: 

1. THe CLIMATE FOR INNOVATION 

2. THE CASE FOR INNOVATION 

3. Some DIMENSIONS OF INNOVATION 

ly, CORPORATE PLANNING - RELATIONSHIP TO INNOVATION 
5. ORGANIZING FOR INNOVATION 

6. Dynamics OF INNOVATION - FROM BENCH TO MARKET 
7. (ASSESSMENT OF INNOVATIGN 

8. ECONOMIC CHARACTERISTICS OF INNOVATION 

9, Case HISTORIES OF INNOVATION 

10, Financia ConTROL OF INNOVATION 

ll. THE PEOPLE OF INNOVATION 

12. COMPENSATING THE INNOVATORS 

13. [MANAGING RESEARCH FOR PROFITABLE INNOVATION 
14, THE PATENTING OF INNOVATION 

15. THE Future oF INNOVATION 


Rocers, Everett M. with F. Fuoyp SHOEMAKER. COMMUNICATION OF INNOVATIONS, New YorRK: THE 
Free Press, (19/71). 


THE MAIN FOCUS OF THIS BOOK IS THE COMMUNICATION -- THE 
DIFFUSION -- OF INNOVATION - NEW {DEAS AND PRACTICES. THE 
TEXT IS WRITTEN FROM AN INTERDISCIPLINARY PERSPECTIVE AND 
DRAWS UPON INNOVATION RELATED RESEARCH IN A VARIETY OF FIELDS 
THAT ARE NECESSARY READING FOR THOSE SERIOUSLY INTERESTED IN 
OR INVOLVED IN THE INNOVATION PROCESS. JHE MATERIAL IS OR- 
GANIZED INTO THE FOLLOWING CHAPTERS: 

1. Evements oF DirFuSION: AN OWeERVIEW 

2. MANAGING DIFFUSION RESEARCH TRADITIONS: THE 
MIDDLE Rance ANALYSIS 

3. THE INNOVATION - DECISION Process 

4, PERCEIVED ATTRIBUTES OF INNOVATIONS AND THEIR 
RATE OF ADOPTION 


5. ApapTer CATEGORIES 
6. OPINION LEADERSHIP AND THE MuLTIsTEP Flow oF IDEAS 
7. THe CHANGE AceNT 
8, COMMUNICATION CHANNELS 
S. Coucective Innovation - Decisions 
10. AuTHoRITY INNOVATION - DECISIONS AND ORGANIZATIONAL 
CHANGE 
11. CONSEQUENCES OF INNOVATION 
IN ADDITION, THE BOOK CONTAINS TWO VERY USEFUL APPENDICES: 
APPENDIX A - GENERALIZATIONS ABOUT THE [I FFUSIONS 
OF INNOVATIONS - LISTS EACH OF THE GENERALIZATIONS 
CONTAINED IN THE BOOK AND CITES THE EMPIRICAL DIFFU- 
SION STUDIES (BOTH SUPPORTIVE AND NON-SUPPORTIVE) 
RELATED TO EACH GENERALIZATION. 
APPENDIX B - Empirica DirFusiON RESEARCH PuB- 
LICATIONS - PROVIDES CITATIONS FOR SOME 159) pupLi- 
CATIONS RELATED TO THE DIFFUSION OF INNOVATION. 


James, Ropert W. Decision Points iN DeveLopinc New Propucts, WasHIneTON, [).C.: LS. 
GOVERNMENT PRINTING OFFICE, (1976). 


ORIENTED TOWARD SMALL BUSINESS, THIS MONOGRAPH DISCUSSES 
SEVERAL CONCEPTS THAT MAY BE USEFUL TO THE SMALL BUSINESS 
PERSON WITH LITTILE FORMAL PRODUCT MANAGEMENT EXPERIENCE OR 
TRAINING. TOPICS INCLUDE: 

INTRODUCTION TO New PropucTs 
THE New Propuct IDEA 
THE Business (PPORTUNI TY 
VENTURE ANALYSIS 
PropucT DESIGN AND NEVELOPMENT 
MARKETING STRATEGY 
PRODUCTION PLANNING 

8, BUILDING A Business 

ALSO INCLUDED IS A RANKING PROCEDURE FOR NEW PRODUCT 
OPPORTUNITIES, AN EXAMPLE OF A NEW PRODUCT PROFILE AND SOME 
CASE HISTORIES, 
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BERG, THomas L. AND Ape SHUCHMAN, EDITORS. PRODUCT STRATEGY AND Manacement, New York, 
HOLT RINEHART AND WinsTON, INc., (1963), 
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Bf ISEFUL FOR MARKETING THEORIST N ; 
PRODUCT MANAGEMENT HE TEXT wy AR! 
PROC AN INTRODUCTION TO THE IM 
PROC AND TO THE STRUCTURAL AND STRATEGI 


FEATURES OF NEW PRODUCT MANAGEMENT, 
], THE INNOVATION Process AND few PRopuct 


VENTURES 


STRATEGY FORMULATION - PRODUCT POLICY ISSUES 
PRODUCT OPPOR- 
TUNITIES ARE DEFINED AND THE SEARCH FOR NEW 


PROVIDE A GENERAL BACKGROUND, 


PRODUCT OPPORTUNITIES IS DISCUSSED. 

2, Propuct Poicy 

3, DeManp AnD SALES ANALYSIS 

4, SEARCH FOR New REVENUE MPPORTUNITIES 


/0 


[1]. Anacysis AND ManacemMeNT - PropucT AND Com- 
MUNICATION DESIGN ARE DISCUSSED WITHIN A 
COMPETITIVE, MARKET FRAMEWORK. FINANCING, 
DEVELOPING AND TESTING NEW PRODUCTS 1S ALSO 
CONSIDERED. 

5. Market Structure ANALYSIS oF New PRopucT, 
MARKET AND COMMUNICATION OPPORTUNITIES 

6. SCREENING, DEVELOPING AND TesTING New 
PRODUCTS 

7, FINANCIAL ANALYSIS OF ALTERNATIVE New- 
PropucT STRATEGIES 

IV. ORGANIZATION AND CONTROL - THESE CHAPTERS 
DEAL WITH THE ORGANIZATIONAL AND ADMINI- 
STRATIVE PROBLEMS RELATED TO MAINTAINING 
A COMPETITIVE PRODUCT LINE. 

8. [WNAGING THE PRopuCT AND PropucTt Line 
9, MANAGING INNOVATION AND flew-PropucT 
DEVELOPMENT 


WALLENSTEIN, GeRD D. Concept AND Practice oF Propuct PLANNING, AMERICAN MANAGEMENT Asso 


CIATION, (1968), 


THIS MONOGRAPH TAKES A CONCEPTUAL APPROACH TO PRODUCT 
PLANNING. IT CONTAINS SOME SPECIFIC TOOLS, BUT IS ORIENTED 
TOWARD AN OVERVIEW OF PRODUCT PLANNING IN FIVE CHAPTERS: 

» PUANNING IN THE TECHNICAL COMPANY 
. DETERMINING Business MRUECTIVES 
BasiS FOR TECHNICAL PLANNING 

. PropucT PLANNING 

. TECHNICAL MANPOWER PLANNING 
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SCHEUING, EBERHARD &. flew Propuct Manacement, HInspace, ILL.: THe DRypen Press, 


THIS BOOK TAKES A "MARKETING APPROACH” TO PRODUCT MANAGE - 
MENT IN THE SENSE THAT THE UNDERLYING ASSUMPTION IS THAT A 
THOROUGH UNDERSTANDING OF CONSUMER BEHAVIOR IS THE BASIS FOR 
ALL NEW PRODUCT MANAGEMENT. DESPITE THIS CONSUMER ORIENTA- 
TION, THE BOOK CONTAINS SOME TOOLS AND CONCEPTS USEFUL TO 
THOSE INTERESTED IN THE MANAGEMENT OF INDUSTRIAL AND/OR 
INSTITUTIONAL PRODUCTS. THE MATERIAL IS ORGANIZED INTO 
FIVE PARTS: 


) 


(1974), 


1. THE .lop oF New PrRopucT MANAGEMENT 
1. THe flature oF New Propuct MANAGEMENT 
2. ORGANIZATION FOR PropuCT INNOVATION 
1]. THE EVALUATION OF flew PropucTs 
3. An OVERVIEW OF THE EVALUATIONARY 


PROCESS 

4, INITIATIVE 

5. SEARCH AND FVALUATION OF !Ew PropuCcT 
IDEAS 

6. Propuct DECISIONS AND PRODUCTION 
PLANNING 


I11. THe INtRopucToRY MarKETING Program 
7, PropucT-RELATED MARKETING fix Decisions 
8, (OTHER ELEMENTS oF THE MARKETING Mix 
9, (Check List FoR AN INTRODUCTORY [ARKETING 
PLAN 
IV, THE DIFFUSION OF INNOVATIONS 
10. THe Diffusion Process 
11. THe ApopTion Process 
V. THe Propuct Lire CycLe 
12. A Basic Moper oF THE Propuct Lire Cycve 
13, VARIATIONS OF THE Basic ConcePT 


WORTHINGTON, PARKER Il, PLANNING AND MANAGING PropucTs, Morristown, fl, ./.: 


ING Press, (1972), 


A READINGS BOOK, THE INTENT OF PLANNING AND MANAGING 
PRODUCTS IS TO “, . . PRESENT A BROADENED VIEW OF THE 
CHALLENGES ASSOCIATED WITH THE MANAGEMENT OF FIRMS’ MAR- 
KETING EFFORTS.” THE SELECTIONS ARE ORGANIZED INTO THE 
FOLLOWING FOUR AREAS: 

Section |, | PropucT PLANNING AND CORPORATE 
GROWTH 

SECTION I], ORGANIZING PropUuCT PLANNING AND 
MANAGEMENT 

SecTION [1], DEVELOPING AND INTRODUCING flew 
PRODUCTS 

SECTION IV, APPRAISING AND AbJuSTING PropucT 
LINES 


GENERAL LEARN- 


CunNINGHAM, Donacp E., JOHN R. Craic, AND THEODORE ™. ScHLie. TECHNOLOGICAL INNOVATION: 
THe ExPerIMeNTAL R 2 D INceNTives Procram, Boucper, (o.: Westview Press, (1977). 


THIS BOOK IS A COMPILATION OF STUDIES DONE UNDER THE 
NATIONAL SCIENCE FouNDATION’S RESEARCH AND DEVELOPMENT 
INCENTIVES PROGRAM -- A PROGRAM DESIGNED TO TEST FEDERAL 
INCENTIVES IN ORDER TO STIMULATE TECHNOLOGICAL INNOVATION. 
IT CONTAINS ABSTRACTS OF NEARLY SEVENTY TATIONAL SCIENCE 
FOUNDATION - FUNDED STUDIES DONE UNDER THIS EXPERIMENT 
AND TWENTY-SIX REPORTS ON PROJECTS DONE UNDER THIS PRO- 
GRAM. THE REPORTS ARE GROUPED INTO THE FOLLOWING PARTS: 

INTRODUCTION TO THE EXPERIMENTAL R & [) INCENTIVES 
PROGRAM 
Part 1. BackGROUND AND APPROACHES To TECH- 
NOLOGICAL INNOVATION AND Socto- 
ECONOMIC EXPERIMENTATION 
PaRT 2, TECHNOLOGICAL INNOVATION IN THE 
PRivaTe SECTOR 
Part 3, TECHNOLOGICAL INNOVATION IN THE 
PupLic SECTOR 
Part 4. TATIONAL GOVERNMENTAL IMPACTS ON 
THE TECHNOLOGICAL PROCESS 


Baker KENNETH G. AND Gerap S. Upeut. A Mew Propuct Evacuation Mope. AND SYSTEM (INCLUDING 
A SELECTED BIBLIOGRAPHY OF RELATED LITERATURE), WasHincTON 1), (., Natrona ScreNce Founpa- 
tion, (1978), 


THIS MONOGRAPH DESCRIBES THE OREGON NEW PRODUCT SCREENING 
MODEL DEVELOPED AT THE UNIVERSITY OF OREGON'S INNOVATION CEN- 
TER. THIS MODEL IS BEST SUITED FOR USE AT THE IDEA EVALUATION 
STAGE, ALTHOUGH IT CAN BE USED FOR LATTER STAGE EVALUATION AS 
WELL. AUTHORS INCLUDE AN EXAMPLE OF THE MODELS OUTPUT WHICH 
SERVES AS A FEEDBACK DEVICE TO THE ORIGINATOR OF THE IDEA. 

AN EXAMPLE OF THE CENTER'S EVALUATION STATISTICAL SUMMARY IS 
NOT INCLUDED. 


Pessemier. Epaar A. New-Propuct Decisions, New York: McGraw-Hiui Book Company, (1966), 
THIS PAPERBACK PRESENTS AN ANALYTICAL APPROACH TO NEW 


PRODUCT DECISIONS AND IS INTENDED FOR STUDENTS, ANALYSTS 
AND MANAGERS INTERESTED IN PRODUCT MANAGEMENT. MUCH OF THE 


MATERIAL IN THIS BOOK HAS BEEN INCORFORATED INTO PESSEMIER’S 
MORE RECENT (AND EXPANDED) Book, PropucT [ANAGEMENT. 
CHAPTER HEADINGS ARE AS FOL!OWS: 
1, Propuct Poricy - A CentRaL Manacement PFspon- 
SIBILITY 
2. Tew Propuct SEARCH AND PRELIMINARY EVALUATION 
3, Economic AMLYSIS 
4, THe Decision To Market, [est-arKet, or Nop 
A PRODUCT 
5. Test MARKETS AND THE ANALYSIS OF SALES 


arvin, PHiuie. Propuct PLANNING SIMPLIFIED, flew York: AMERICAN MANAGEMENT ASSOCIATION, 
(1972). 


ORIENTED TOWARD MANAGEMENT, THIS BOOK, ACCORDIN “O ITS 
AUTHOR, PROVIDES “A FUNCTIONAL CHRONOLOGY OF PRODUCT DEVELOP- 
MENT FROM IDEA TO PROFIT.” 

CHAPTER HEADINGS ARE AS FOLLOWS: 

Part 1. FINDING AND SCREENING 
1, Prices FoR PoLicy “AKERS 
2. Ten Key Facto; in Successrut Pro- 
DUCT MANAGEMENT 
3, Devevopine [peas For flew Propucts 
4, PickING PROFITABLE PropucTS 
5. Pricine Mew Propucts 
6, PROJECTING THE PROFITABILITY OF 
Hew PropucTs 
Part 2. FUNDING AND AUDITING 
7, FunpDING Propuct DeveLoPmMeNT 
8, PROFIT OPPORTUNITIES IN PRESENT 
PRODUCTS 
9, THE ProTectaBLe Part oF PRropri- 
ETARY PRODUCTS 
10, AupitTine Propuct Procrams 
ll. Wey New Propucts Faic 
12. Cyeckx Points in New Propuct Pio- 
NEERING 
13. SHARPENING IP Necision MAKING 
Part 3, ORGANIZING 
14, DETECTING AND NEFINDING POTENTIALLY 
PROFITABLE TECHNOLOGY 
15, INTEGRATING TECHNOLOGY AND MARKETS 
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16. PESEARCH FOR RESULTS 
1/7, FUNDAMENTALS OF ENGINEERING ORGA- 
NI ZATIONS 

18. EVALUATING ENGINEERING OPERATIONS 
Pari 4, STAFFING 

1S, THe New Propuct Manacer: FILcer 

or INNOVATOR? 
20. DEVELOPING CREATIVE CAPABILITIES 


Spitz, A. Epwarp, Ep. Propuct PLANNING - SECOND Fp., flew York: Prtroceyn i/GHARTER, 
(1977), 


THIS BOOKS PRESENTS A DIVERSIFIED COLLECTION OF READINGS 
INTENDED TO AID THE READER IN DEVELOPING AN UNDERSTANDING OF 
THE IMPORTANCE OF, AND RISK INVOLVED WITH INNOVATION. — [HE 
READINGS ARE INTENDED FOR BOTH STUDENTS AND PRACTITIONERS AND 
ARE GROUPED INTO THE FOLLOWING PARTS AND CHAPTER HEADINGS: 

Part 1. THE INNOVATING System oF Propuct De 
VELOPMENT 
1. THe Systems APPROACH 
2. THE SIGNIFICANCE OF INNOVATION 
3. Corporate Risk OF INNOVATIONS 
Part I]. ORGANIZATIONAL /PPROACHES To PRODUCT 
PLANNING 
4, ESTABLISHING CorPORATE OBJECTIVES 
5. ORGANIZATIONAL APPROACHES TO New 
Propuct DEVELOPMENT 
6, THE RESEARCH PrRocRAM 
Part 111. THe Propuct PLANNING PROCESS 
7, EXPLORATION AND SCREENING 
8, Business ANAcysis 
9, DEVELOPMENT 
19, TESTING 
lL, COMMERCIALI ZATION 
12, THe Macgnitupe oF THE New PRopuct 

PLANNING PROCESS 
Part [V, — Propuct AupITING 
13, THe Lire Cycve oF Propucts 

14, THE REJUVENATION OF PRODUCTS 
15. THe Morpivity oF Propucts 
New PRODUCTS AND THE LAW 


> 
a4 


16. CorporATe RESPONSIBILITIES 
17. Corporate ETHICS 
18. Buyer Divenmas 


Part VI. New Propuct TRENDS 


Bycinsky, GENE. THE INNOVATION MicLIoNaIRES, Mew York: 


19, Is THe Propuct Process MRSoLETE? 
29. flew Directions “it flew Propucts 
21. THE Growty oF Propuct SERVICES 


THIS BOOK FOCUSES ON THE NEW GENERATION OF EDISON'S 
Forp’s AND CARNEGIE’S ATTEMPTS TO SHOW WHY THEY AND THEIR 
FIRMS HAVE SUCCEEDED. IT DISCUSSES THE SANTA CLARA AND 
THE RouTE 126 PHENOMENON IN A CASE STUDY APPROACH. IT IS 
NOT SUITED FOR TEXTBOOK USE. 


Hicton, Peter. |lanppook oF flew Propuct DeveLopment, Encsiewoop Cuires, N. J: 


Haut, Inc., (1963), 


THIS BOOK IS, FOR THE MOST PART, OUT OF DATE, BUT IT 
CONTAINS SOME INFORMATION THAT MAY BE USEFUL TO THOSE 
DESIRING A NONQUANTITATIVE APPROACH TO PRODUCT MANAGEMENT. 

CHAPTER HEADINGS ARE AS FOLLOWS: 


1, 


Shes 


How To OMRGaniZE Your Company For Your 
Propuct DEVELOPMENT 

WHERE To Get THE Best flew Propuct IpEAs 
How To Keep Apreast oF New MATERIALS, 
TECHNIQUES AND INVENTIONS 

SCREENING IDEAS-To Finp Payorr ITEMS 
S1Z1NG U> THE MarKeT PRosPECTS 

How To DETERMINE THE SIZE OF Your MARKET 
TAKING ADVANTAGE OF THE LEISURE, CULTURE 
AND HEALTH REVOLUTIONS 

MAKING THE MosT OF THE INCREDIBLE GROWTH 
IN EDUCATION 

BUDGETING, PRICING AND FINANCING Your Mew 
PRODUCT 

CHOOSING THE PROPER PackaAGe, DesiGN AND Name 
FINDING THE RIGHT DisTRIBUTION CHANNELS 
DEVELOPING A SUCCESSFUL ADVERTISING PLAN 
GUIDING THE PRODUCTION, ENGINEERING AND 
EXPEDI TING 


CHARLES SCRIBNER’S SONS 
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OVERED IN THE CAPITAL DUDGETING LITERATURE. 
CHAPTER HEADINGS ARE AS FOLLOWS: 
1. New Propucts: THe Past aNp Future 
» ORGANIZING FOR TWRKETIiG flew PRobuCTs 
5, INTRODUCTION TO THE PRODUCT PLANNING ANI 
DEVELOPMENT PROCESS 
4, EvuaTING New Propuct [pes 


. TEST WRKETING THE flew PropucT 
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THIS BOOK IS CONCERNED WITH THE DIFFUSION OF INNOVATIONS. 
THE TEXT INTEGRATES DIFFUSION OF INNOVATION AND NEW PRODUCT 
MANAGEMENT IN A SYSTEMATIC MANNOR. THE AUTHOR FORMULATES A 
NEW THEORY OF INNOVATIVE BEHAVIOR IN AN ATTEMPT TO DEVELOP A 
SYSTEM FOR NEW PRODUCT MANAGEMENT. 
CHAPTER HEADINGS ARE AS FOLLOWS: 
Part 1. INTRODUCTION 
1. INNOVATION AND MARKETING 
2. THE DirFuSION OF INNOVATIONS 
Part I]. THe Sociat Processes oF INNOVATION 
3. Consumer [NNOVATIVENESS 
4, COMMUNICATION 
5. MATHEMATICAL THEORIES OF THE SOCIAL 
PROCESSES 
Part II]. THe MarKeTING oF New PropucTs 
6. INNovATION, THE Life CycLE AND New 
Propuct STRATEGY 
7, thew Propuct fwnacement, THE "Rea- 
NIZATION AND SOCIETY 
8. THE TECHNIQUES OF flew PRopuCT 
DEVELOPMENT 
9, PreEDICTING PropUCT PERFORMANCE 


Wasson, CHesTeR R. Dynamic Competitive STRATEGY AND Propuct Lire CycLes 
Austin, Tex.: Lone Star Puptisuers, Inc., (1978), 


LIKE THE TWO PREVIOUS EDITIONS, THE THIRD EDITION 
FOCUSES ON PRODUCT POLICY, PRICING TACTICS AND THIN INTER- 
RELATIONSHIPS. THIS EDITION ADDS A RESEARCH - BASED DIS- 
CUSSION OF THE KINDS OF BRAND SHARE MANEUVERS DURING THE 
NATIVITY PHASE OF THE PRODUCT LIFE CyCLe. A CHAPTER IS ON 
ESTIMATING COMPETITOR'S STRATEGIES AND OTHER COMPONENTS 
OF THE MARKETING INTELLIGENCE EFFORT OF THE MATURE PHASE, 

CHAPTER HEADINGS ARE AS FOLLOWS: 

Part |, Propuct Lire Cycues Anp THE Basic 
BEHAVIORAL FACTORS SHAPING THE NuT- 
come OF THEIR MANAGEMENT 

l. THe Keys To StraTeGy PLANNING: 
Propuct Lire Cycies, Propuct l'se- 
Systems, AND Use-VaLue SEGMEN- 
TATION 


EDUCATION, PRESENTS THE TECHNIQUE UTILIZED AT THE MIT INn- 
OVATION CENTER TO STIMULATE INNOVATION AMONG ENGINEERING 
STUDENTS. 
CHAPTER HEADINGS ARE AS FOLLOWS: 
1, THe NEED FoR INNOVATION 
PARAMETER ANALYSIS AS A METHODOLOGY FOR 
TRAINING TECHNOLOGICAL INNOVATORS 
IT]. Synererstic Nature of INpustRIAL [WNacE- 
MENT AND TECHNOLOGICAL INNOVATION 
IV. THE PERCEPTION OF A fIEED 
¥, GENERATING flew Treas 
Vl. THE INNOVATION Process FROM THE JUNCTION 
OF Moppuine Trive anp “Heat, Mass ANE 


MOMENTUM TRANSFER” 
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—" 


Vil. THe Interface Retween Monricip STRUCTURES 
AND SEOMETRIC CONFIGURATIONS 
TT], THERMODYNAMICS IN INNOVATION 
IX, FYALUATION, FINANCING, AND DEVELOPMENT 

YF THE INNOVATION CONCEPT 

Parameter Awacysis ann Stunenr ResPaNSE 
KL, TEACHING TECHNOLOGICAL INNOVATION TE 


SERVE INDUSTRY 
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rn tan f ar 2 r e r he 1 wrs 
InterFace: ‘nw ANNOTATED BiBLiogRaAPHY,” COHICAGO: AMERICAN SARKETIN 


THIS BIBLIOGRAPHY PRESENTS AN OVERVIEW OF THE PRODUCT 
DEVELOPMENT LITERATURE WITH A SPECIAL FOCUS ON THE INTERFACES 
AMONG THE VARIOUS DISCIPLINES INVOLVED IN THE INNOVATION Re 
CESS. PARTICULAR EMPHASIS IS PLACFD ON THE ISSUES RAISED AT 
THE iNTERFACE BETWEEN MARKETING AND R & 1), (AUTHORS NOTE: 
THIS PUBLICATION CONTAINS A NUMBER OF REFERENCES NOT CITED IN 
THE PRESENT WORK), 

ANNOTATIONS ARE ARRANGED UNDER THE FOLLOWING SUBJECT 
MATTER HEADINGS: 

SELECTED Books 

ARTICLES AND MONOGRAPHS 
IMPORTANCE OF INNOVATION 
SIGNIFICANCE OF THE CHALLENGE 
BARRIERS TO INNOVATION 
PropucT LiFe CycLes 
ORGANIZATIONAL CLIMATE 
STRATEGY AND PLANNING 
CORPORATE STRATEGY 
PRoDUCT/MARKET PLANNING 
ENVIRONMENTAL CONCERNS 
INTERNATIONAL DIMENSIONS 


8] 


PropucT ELIMINATION 

ORGANIZATION AND INTEGRATION 

Genera. New PropucT ORGANIZATION 
PropucT/BRAND MANAGEMENT 

PROJECT MANAGEMENT 

VENTURE MANAGEMENT 

R & D/OPERATIONS INTEGRATION 

ConcePT GENERATION AND EVALUATION 
OPPORTUNITY SEARCH 

CONCEPT TESTING AND SCREENING 

BUSINESS ANALYSIS 

DEVELOPMENT, TESTING, AND COMMERCIAL IZATION 
SCHEDULING AND Cost CONTROL 

TESTING AND COMMERCIALIZATION 

MODELS AND FORECASTING 

ACCEPTANCE AND DIFFUSION 

APPENDICES 

List OF PERIODICALS AND MoNoGRAPH SouRCE 
AutHoR INDEX 


BAKER, KENNETH G. AND SeRALD G, lipeui. “A New Propuct Fyvauation Monet anp System” (in- 
CLUDING A SELECTED BIBLIOGRAPHY OF RELATED L'TERATURE), WASHINGTON, 1.C, NATIONAL SCIENCE 
FounpaTion, (1978). 


THIS MONOGRAPH CONTAINS A BIBLIOGRAPHY OF OVER 200 CITATIONS 
RELEVANT TO IDEAS, R & D AND NEW PRODUCT EVALUATION. CITATIONS 
ARE ALPHABETICALLY LISTED. 


Rocers, Everett M. with F, Frovp SHoemaKer. “ComMunIcATION oF INNovATIONS,” Mew York: 
THE Free Press, (1971). 


THIS BOOK CONTAINS TWO APPENDICES THAT ARE USEFUL SOURCES 
OF INFORMATION AND STUDIES RELEVANT TO THE DIFFUSION OF INNOVA- 
TION, APPENDIX A LISTS EACH OF THE GENERALIZATIONS CONTAINED 
IN THE TEXT PORTION OF THE BOOK AND PROVIDES REFERENCES FOR 
THE EMPIRICAL DIFFUSION STUDIES THAT SUPPORT AND THAT DO NOT 


SUPPORT EACH GENERALIZATION. OVER iff) GENERA 
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GY ASSESSMENT, TECHNOLOGICAL INNOVATION AND TECHOLOG) 
TRANSFER. CITATIONS ARE GROUPED INTO THE FOLLOWING 
CHAPTERS: 

1, MoTIVATION OF R & J) PERSONNEL (CREATI\ 


CLIMATE FOR R & [) PERSONNEL) 
2. Rewarp Systems For 2 & 1) Personne (SALARIES, 


Nua PROMOTION LADDER, STATUS) 
>, R&D Mwnacer (Styces, Interactions, Roe) 
4, COMMUNICATION - INFORMATION FLow IN 8&7) 
. TECHNOLOGY TRANSFER AND [DIFFUSION 
6, INTERFACE AND INTERACTION Between R & J) anu 
THE ORGANI ZATION 
/, MEASURING PropucTiviTy: INDIVIDUAL ANI 
ORGANIZATIONAL 
8, Provect EVALUATION AND SELECTION AND IDEA 
GENERATION AND EVALUATION 
9, Resource ALLOCATION (MANPOWER REQUIREMENTS) 
10, AGE anp Propuctivity (EMPLOYEE OBSOLESCENCE 
RETRAINING) 
Ll. TRANSITION From SCIENTIST/ENGINEER TO MANAGER 
(TRAINING, SELECTION) 


PERSONNEL AcTiviTies Associated WitH R & 1) 
(RECRUITMENT, JoB DESCRIPTIONS) 

UNIONS OF SCIENTISTS AND ENGINEERS 

ACCOUNTING AND BUDGETING FOR R & 2 

PLANNING, SCHEDULING AND ConTROLLING R 2 D 
ProvecT Manacers, Matrix, AND PROJECT MANAGEMENT 
ORGANIZATIONAL StRucTURE: [Ts Impact on R & PD 
2&1) in a GovERNMENT [LABORATORY 

2 & 1) Contract MANAGEMENT 

ENTREPRENEURS AND VENTURE [ANAGEMENT 
TECHNOLOGICAL Innovation (R & D/D 

TECHNOLOGY ASSESSMENT 

TECHNOLOGICAL FORECASTING 
Books AND Reports (GENERAL R ®& 2) MANAGEMENT) 


